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Rough Proofs 


: The chief trouble with business 
difficulties is that they spoil the 
meaning of some very attractive 
words. What advertiser, for in- 
stance, will be able to create pleas- 
ant thoughts hereafter by referring 
to “holidays”? 
a a 


A lot of advertising clubs notified 
their members that they could use 
1. O. U's in payment of lunches. 
Some of the boys are perfectly will- 
ing to let the moratorium go on. 


, F FF 


Howard Scott and his technocrats 
sprang their new ideas about cur- 
rency a few months too soon. If 
they had waited until March 4, they 
might have been able to sell a good 
supply of ergs to the new adminis- 
tration. 


7’ F F 


Slogan writers credited with coin- 
ing successful trade phrases find 
that ultimately they achieve cur- 
rency. Thus far, however, they 
have not been recognized at the 
mint. 

v 


Life Savers and John Held, Jr., 
advise eating Pep-O-Mints after com- 
muning with sardines. And a step 
further was taken by a Pacific Coast 
benefactor who has produced garlic 
denuded of its odor. 


— vefweg 


A recent headline in ADVERTISING 
AGE reported “Continental to Make 
Salesmen of All Workers,” but 
G.F.T. thinks it would have been 
more sensational if Continental had 
been able to make workers of all 
salesmen. 
; Vv v Vv 


Maxwell House coffee and May- 
flower doughnuts are available in 
New York and Chicago at fifteen 
cents a throw, thus demonstrating 
that the Lord still tempers the wind 
to the shorn lamb. 


vg¥ey? 


Speaking of shorn lambs, why 
wouldn’t it have been a good idea 
to locate one of the doughnuts-and- 
coffee emporia in the neighborhood 


of Wall street, instead of Times 
Square? 
, 
Minny Hanff, creator of Sunny 


Jim, responded promptly to adver- 
tising in the “Personals” column 
when an appeal was couched in 
verse of the kind she made famous 


ie thirty years ago. Even pre-war 
o. jingles, it seems, were better. 
, F <= 


Adolph Hitler has announced his 
unrelenting opposition to chain 
stores in Germany. Independent 
merchants in the United States may 
shortly decide that fascism isn’t 
such a bad idea after all. 


> 3 * 


“I Am a Fugitive from a Chain 
Store Gang” is the title of a series 
of articles running in Furniture Rec- 
ord. Is it that hard to escape em- 
ployment in the cash-and-carry field? 


, @ 


Westinghouse will feature Fon- 
taine Fox’s cartoons in its electric 
fan campaign this summer. That 
means they’H have to be good 
enough to please even the Terrible- 
Tempered Mr. Bang. 

Cory Cur. 


Chevrolet Launches $250,000 Drive 


GOODWIN STARTS 
AGENCY DESPITE 
BANK HOLIDAYS 


Makes Spectacular Entry 
Into Chicago Field 


(Picture on Page 20) 

Chicago, March 7.—With banks 
closed, many advertising contracts 
being suspended and advertising 
offices generally shrouded in gloom, 
the Goodwin Corporation made a 
spectacular entry into the agency 
field this week, occupying the entire 
twenty-second floor of Mather Tower. 

Adolph Oettinger Goodwin, six 
feet five inches tall, and weighing 
250 pounds, has a hundred thousand 
dollars in cash to bet that he can 
sell merchandise for any client with 
courage enough to spend a reason- 
able amount of money for advertis- 
ing. 

Mr. Goodwin, who has served such 
agencies as MacManus, Critchfield, 
Rankin and Frank Seaman with dis- 
tinction, is president of the new 
agency. Among his associates are 
Silas H. Bates, treasurer; J. Lanum, 
secretary, and John Stolp, vice-presi- 
dent and comptroller. 

Among the vice-presidents are R. 
C. Cook, Earl M. Goodwin and Mark 
C. Bates, as well as Ignatius Barnard, 
until recently a vice-president of 
Critchfield & Co. 


Has New Plan 


The new agency will stake its 
existence on the efficacy of “point of 
contact stimulation,” based on a plan 
for which patents have been applied. 
While details have not yet been 
divulged, Mr. Goodwin indicated that 
the salient requirement is the use of 
“local stimulators’—key men and 
women in every community. These 
local stimulators will be local resi- 
dents of high standing in their re- 
spective cities. 

The new Goodwin agency received 
a hearty welcome from Chicago ad- 
vertising men. A _ gigantic floral 
piece was presented to Mr. Goodwin 
by a group_ representing rival 
agencies, as well as magazine and 
newspaper representatives. It pre 
sented the luck piece with these 
sentiments: 


Shows Courage 


“Only you, at the very moment of 
darkest outlook, would have had the 
vision, the courage, yes, the audacity, 
to launch a new enterprise, dedicated 
to the proposition that American 
business may still rely on advertis- 
ing to solve its problems of distribu- 
tion.” 

“Manufacturers themselves are 
largely to blame for present condi- 
tions,” asserted the agency chief. 
“They have had allies in advertising 
men possessing no real belief in the 
merchandise to be sold or the meth- 
ods used to sell it. 

“What this country needs is some 
guts. The foundation of new for- 
tunes is being laid right now and 
the advertiser who believes in his 
country and his own product has an 
opportunity which may never be 
duplicated.” 


Newspapers 


New York, March 10.— The 300- 
line advertisement of Lehn and Fink, 
Inc., in 19 leading cities yesterday 
offering three tubes of Pebeco tooth 
paste for one dollar checks dated 


Hard Hit 


By Holiday; National 
Copy Holds Up Well 


Chicago, March 9.—Courage com- 
parable to that shown at Valley 
Forge, Bull Run and _ Chateau 
Thierry was displayed by national 
advertisers this week as banks closed 


CHICKEN FEED 


PAYABLE TO BEARER 
ON CEMAND 
THOS CONTINICATE, WHEN PHERENTED Te THE RICK OR 
SrTEM THE SOMATORIO™M tf LIFTED 240 Banaue 
FUNDER AUER AVATLAULE. WILE. 
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July 1 was so enthusiastically re- 
ceived by the trade and public that it 
will be repeated two or three times 
weekly until banking restrictions are 
entirely withdrawn. 


New York, March 9.—Beset by 
transitory problems created by the 
banking moratorium, intent on 
charting the public mood, engrossed 
in ways and means of capitalizing 
on merchandising opportunities af- 
forded by rapidly changing condi- 
tions and stimulated by the evidence 
that the new administration plans to 
assist them aggressively in breaking 
the long-standing buyers’ strike, the 
week found national advertisers di- 
viding long hours between desk and 
conference table, the byword of the 
majority being, “Business as usual.” 

A smaller group, estimated to in- 
clude those placing about 20 per cent 
of the national copy in newspapers, 
has announced it will suspend activ- 
ity in this medium for the duration 
of the banking moratorium. Except 
for seasonal advertisers whose cam- 
paigns are due to terminate in the 
next two or three weeks, the orders to 

(Continued on Page 18) 


W. J. Dawson of the Keller-Crescent Company, Evansville, Ind., had 
this scrip printed as a joke, but it is now circulating freely in that city. 


and the public was in doubt as to 
when cash or a substitute would be 
available. 

Though a considerable number of 
stop orders were placed with news- 
papers, it was made clear in the 
majority of cases that “suspension” 
and not “cancellation” was the 
proper term to be employed. 

Magazine schedules were said to 
be unaffected by the perplexity as to 
when banks would reopen for busi- 
ness. Most advertisers were in 
momentary expectation that definite 
word would be received from Wash- 
ington on this score. In most in- 
stances it was too late to suspend 
May magazine copy and few were 
willing to be absent from June is- 
sues. Hence monthly magazine vol- 
ume will be about as usual, it is pre- 
dicted. 

Many national advertisers refused 
even to “suspend.” Wrigley, Hormel, 
General Cigar Company, Gillette and 
others ran their copy as usual, argu- 
ing that their products are daily 
necessities, hence enough spot sales 
could be made to justify the adver- 
tising. 

(Continued on Page 18) 


Last Minute News Flashes 


Radio Men Named to Review Committee 
New York, March 10.—H. J. Boice, vice-president, Columbia Broadcast- 
ing System, and G. F. McClelland, assistant to the president of National 
Broadcasting Company, have been added to the Advertising Review Com- 
mittee which is to act as a “high court” of advertising. 


Milk Producers Release Fighting Campaign 
New York, March 10.—Displaying remarkable vitality for an “oppressed 
industry.” the Dairymen’s League Cooperative Association, 
48,000 independent dairymen, began a record-breaking, state-wide news- 
paper and outdoor campaign yesterday. 
$60,000 appropriation, to be expended in 15 weeks. 


comprising 


Members voted approval of a 


James M. Mathes Leaves N. W. Ayer 


New York, March 10.—Resignation of James M. Mathes, vice-president 
of N. W. Ayer & Son, Inc., and executive head of the agency’s New York 
office since 1919, was announced today. 

In announcing his withdrawal from the agency, with which he has 
been -connected for 24 years, Mr. Mathes said: “Responsibilities which I 
have assumed in several directions require increasing attention from me 
and I do not feel that I should longer delay action which seems inevitable.” 


6,000 DAILIES 
HERALD LOWEST 
PRICE MODELS 


Space Orders Issued Despite 
Bank Holiday 


Detroit, Mich. March 10.—Prices 
of the new Chevrolet line, an- 
nounced this afternoon, are $445 for 
the coupe, $455 for the coach, and 
$475 for the coupe with rumble seat. 


Detroit, Mich., March 9.—Chevrolet 
Motor Company will spend almost a 
quarter of a million dollars in news- 
papers this week-end to announce a 
new and smaller line of cars, which 
copy will describe as “the world’s 
lowest-priced full-size six-cylinder en- 
closed automobiles.” 

The new cars will be designated as 
“Standard Sixes,” while the present 
series will be known as “Master 
Sixes.” There will be three models, 
two coupes and a coach. 

While introductory copy will em- 
phasize price, it will also stress the 
fact that “each body-type is a big, 
full-size, full-length automobile. Each 
is a new car throughout—the result 
of over two years’ planning, develop- 
ing, testing and perfecting. And 
each is a Chevrolet in the fullest, 
finest meaning of the name ; 
built as Chevrolet cars are always 
built—and featuring the same stand- 
ards of quality performance 
or dependability and economy 
that have made CHEVROLET the 
greatest name in low-price transpor- 
tation.” 


Jumps Ahead of Ford 


Announcement of the new Chev- 
rolet at this time, it is believed, is 
in anticipation of the new Ford 
“light eight” which is expected to be 
introduced early in April. 

Approximately 6,000 newspapers 
will be used in the smashing intro- 
ductory drive. Space will range 
from full pages down. Copy will be 
staggered over Friday, Saturday and 
Sunday, although all first showings 
will be held simultaneously Saturday. 
The Chevrolet radio program Friday 
will be devoted entirely to the new 
car announcement. 

Appeal will be to users of cars for 
business purposes, fleet owners and 
drivers of pleasure cars who prefer a 
lower priced model to a car with de 
luxe features but with a higher price. 


Price Closely Guarded 


Although listings have not yet 
been announced, it is understood that 
the base price will be sufficiently low 
to compete in the new low price class 
established this year by two other 
manufacturers. Newspapers, which 
have already received copy, will be 
given prices for insertion by wire 
just before closing. 

Large space in early issues of Na- 
tion’s Business, Forbe’s and Fortune 
will be used to address business men, 
in addition to spreads in the Ameri- 
can Weekly of March 25 and Satur- 
day Evening Post of April 22. 

This constitutes the immediate pro- 
gram, as outlined by Campbell-Ewald 
Company, the Chevrolet agency, 
although it was indicated that a 
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gigantic outdoor price posting is 
under consideration, and may follow 
soon after the announcement cam- 
paign. 

After several weeks of intensive 
promotion of the new cars, Chevrolet 
copy will bracket both series, and 
emphasis will be laid upon the wide 
range of prices and models offered. 

The “Standard” is expected to ac- 
count for approximately one-fourth of 
the company’s sales during 1933. If 
reception exceeds these expectations, 
however, later copy will probably de- 
vote more than the anticipated space 
to the new models, Campbell-Ewald 
said. 

Shrouded in Secrecy 


Secrecy, new to General Motors, 
shrouded plans for the new car intro- 
duction. Although reports have per- 
sisted that “something was in the 
wind” nothing definite was known, 
even by dealers, until the first dealer 
meeting was held last Saturday and 
the new car shown. The series of 
dealer meetings is being run off 
with unprecedented swiftness, and 
every Chevrolet dealer in the coun- 
try will have been contacted by 
Thursday night. 


Window trims, handout literature 
and complete printed instructions are 
being rushed to showrooms, and 15,- 
000 new models are being dispatched 
for the national showing. 


While many of the automobile 
manufacturers have been marking 
time, the Chevrolet announcement, 
coming with the virtual suspension 
of the nation’s credit facilities, is ex- 
pected to evoke wide comment from 
advertising and automobile men 
alike. 


Ewald Explains Action 


Henry T. Ewald, president of 
Campbell-Ewald, explained the 
action: 

“Chevrolet believes,” he declared, 
“that a satisfactory present market 
exists for any worthy product rightly 
priced and ably advertised and mer- 
chandised. 

“No organization so consistently 
conservative as Chevrolet would 
make such a move without feeling 
that the outlook amply justified it. 
Such aggressiveness on the part of 
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A NEW AND ADDITIONAL LINE OF CARS 


The World’s Lowest-Priced Full-Size 
Six-Cylinder Enclosed Automobiles 
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ON DISPLAY TODAY AT YOUR LOCAL DEALER'S 


Full page copy for the new, lower priced Chevrolet standard six, which 
will appear in approximately 6,000 newspapers this week-end. 


the largest producing company in the 
world’s largest industry must give 
business men everywhere additional 
confidence and courage. 

“The best thing that advertisers 
ean do to restore confidence is to 
show confidence themselves.” 


Yundt Has Agency 


Michael Yundt Company, Wau- 
Kesha, Wis., manufacturer of bottle 
washing equipment for dairies, bot- 
tling plants and breweries, has placed 
its advertising with Freeze-Vogel- 
Crawford, Inc., Milwaukee. Business 
papers and direct mail will be used. 


“It's No Trick, Mr. Skagg’’ 


SOLD 4 CARLOADS BEFORE 
THE FIRST AD APPEARED 


A leading building supply manufacturer (you would 
recognize the name at once) decided to use EXTENSION 
MAGAZINE, starting with the January issue. Yet before 
the first advertisement appeared, before the check was 
mailed, that company had already sold four carloads of 


merchandise to readers of 
And— 


THIS HAPPENED NOT IN 1929, 
BUT IN JANUARY, 1933 
To any advertiser who has grown accustomed to wait for 


results from his schedule, — the instant response to 
EXTENSION MAGAZINE advertising seems too good to 


be true. 


If you want more sales action from your advertising 
dollar, you should know the results that EXTENSION 
MAGAZINE and Extension Merchandising service are 
giving others. Copy of an interesting booklet, “A Lift to 
Market,” will be gladly sent you. ‘ 


FOR QUICK ACTION 


Extension 
@Manazine 


The National Catholic Monthly 
Hugh J. Blakeley, Director of Advertising, 360 N. Michigan Ave., Chicago, III. 


EXTENSION MAGAZINE. 


Write. 


Don’t Gild the _ 
Lily With Your 


Copy, Lang Says 


Chicago. March 9.—‘*Why should 
we exaggerate when the truth is so 
wonderful?” 

That query, presented to the adver- 
tising department by a salesman, 
represents a sound point of view 
toward advertising, Chester Lang, 
director of publicity for the General 


=| Electric Company, told the Chicago 


Advertising Council today. 

The question resulted from an ad- 
vertisement of a G-E washing ma- 
chine which was offered as assuring 
“no work.’ The salesman insisted 
that this was an obvious overstate- 
ment, but that the facts were so 
good as to make exaggeration un- 
necessary. 

“Don’t claim more than you need 
to claim,” urged Mr. Lang. “And 
don’t claim too much for the adver- 
tising function. It is part of a com- 
plete plan of doing business—not in- 
tended to carry the whole load.” 

Mr. Lang insisted that since busi- 
ness must be done at a profit to en- 
able a company to continue, the ad- 
vertising department, too, should 
have profit as its objective in mak- 
ing its promotional plans. 


White Salesmen’s 
Club Re-organized 


White Company, Cleveland, O., 
truck manufacturer, has re-organized 
its salesmen’s honor organization, 
known as “The White Club,” so that 
the membership, which is limited to 
40, will include the 20 salesmen who 
accumulate the largest number of 
points based on dollar value of retail 
truck deliveries, 15 who are picked 
for doing an outstanding job in pro- 
portion to their sales opportunities, 
and five executives. 

In addition a system of merchan- 
dise prizes for deliveries has been 
inaugurated. 


Anderson a Crusader 


Lee Anderson, president of Lee 
Anderson Advertising Company, De- 
troit, has been elected president of 
the local Crusaders organization. A 
committee has been appointed to 
campaign through newspapers and 
radio for ratification of the prohibi- 
tion repeal amendment. 


Woodbury on WLW 


Andrew Jergens Company is spon- 
soring the Woodbury Cavaliers, a 
dance orchestra under the direction 
of William Stoess, over WLW, Cin- 
cinnati, Sunday evenings from 5 to 
5:30 E. S. T. 


DISCUSS WANTS 
OF CONSUMERS 
AT N. Y. MEETING 


New York, March 9.— Questions 
having to do with the consumer’s 
wants and his knowledge of them 
provided the starting point for the 
consumer marketing conference held 
here this week under the auspices of 
the American Management Associa- 
tion. 

Those who led discussions in- 
eluded Alice L. Edwards, executive 
secretary, American Home _ Eco- 
nomics Association, Washington, D. 
C.; Paul T. Cherington, distribution 
consultant; L. D. H. Weld, McCann- 
Erickson, Inc., and Godfrey M. Leb- 
har, editor of Chain Store Age. 

Miss Edwards stressed the fact 
that consumers desire, or are de- 
termined to have, certain informa- 
tion about the merchandise they buy 
and that the best source of such in- 
formation should be the manufac- 
turer. 

“It should be of concern to the 
manufacturer of a genuinely good 
article that the consumer obtain ac- 
curate facts about his product,” she 
said. “Advertising is one method of 
getting these facts to the consumer, 
yet a study of advertising made in 
1931 revealed that only about a third 
of the total space was devoted to giv- 
ing information and that of this 
third a large proportion of the de- 
scriptive terms referred to style and 
appearance. Clear, definite statements 
about specific qualities and perform- 
ance were few and far between.” 


Lowered Quality? 


Miss Edwards believes that one im- 
portant reason why consumer con- 
fidence in branded goods has de- 
creased recently is that some manu- 
facturers have lowered quality with- 
out notifying the consumer, whereas 
improvements, frequently very slight, 
are invariably announced. 


“It has been said that superlatives 
belong to the vocabulary of youth,” 
said Miss Edwards, continuing with 
her criticism of national copy. “If 
that is true, merchandising must 
have been in its teens during the past 
decade, or else we were living in an 
age of perfection. 

“Consumers were assured that ‘the 
best’ was none too good for them and 
all the merchandise they were urged 
to buy came in that class. Seemingly, 
every effort was made to convince 
consumers that they could only be 
satisfied if they chose the first grade 
—the best. No provision seemed to 
have been made for the sale of sec- 
ond, third and fourth grade articles. 

“The truth of the matter is that 
consumers need different grades, in 
fact that can seldom afford ‘the 
best. A good medium grade is 
usually adequate, while an inexpen- 
sive article of a low grade will in 
some cases meet a given need. Solid 
silver is out of place on most camp- 
ing trips, and the finest and daintiest 
of blankets would be ruined. 

“Consumers have already discov- 
ered that prices do not serve as a 
satisfactory indication of quality 
grades, which fact helps to assure an 
interested audience to manufacturers 
who come forward with definite, use- 
ful information about their goods.” 

Assigned the subject, “Pricing and 
Profits,’ Mr. Cherington urged the 
basing of price policies on the con- 
ception that all business is a part 
of the mechanism for making life 
more satisfactory. 


Must Aid Living 


“For consumer goods and indus- 
trial goods alike, the fundamental 
reason for existence of any business 
enterprise is the facilitating of 
human life,” he said. “Even back 
of any profit motive is this necessity 
to facilitate human existence—other- 
wise there can be neither consump- 
tion, demand, nor profits. If the pres- 
ent profit economy fails it will be 
through neglect of this idea. Profits 
in the final analysis are the price 


a 


mankind is willing to pay to have its 
life enriched and facilitated.” 

Mr. Weld began his discussion of 
advertising and sales promotion poli- 
cies by grouping manufacturers in 
three classes; those who are main- 
taining their advertising in practi- 
cally the same volume as during 
prosperous times; those who have re. 
duced their appropriation substan. 
tially, but who are trying to main- 
tain their places in the competitive 
race, so that they will be in a fairly 
good position to go ahead when busi- 
ness picks up; and those who have 
cut out advertising, or reduced it to 
a minimum. 

“The public is forgetting all about 
the latter group,” he said. “Some 
of them will have to begin all over 
again to get public recognition and 
good will. 

“The present situation is leading 
to a more careful scrutiny of adver-. 
tising expenditures and agency serv- 
ice, It is furnishing a strong stimulus 
to a more scientific approach to ad- 
vertising problems. 

“This scientific approach is mani- 
festing itself through more careful 
appraisal of consumer wants, through 
more painstaking media analysis. 
through a renewed interest in copy 
testing, and through a more scien- 
tific measurement of market poten- 
tials, so that advertising may be ap- 
portioned throughout the country in 
accordance with the possibilities of 
selling the products advertised.” 


Distribution Important 


Mr. Lebhar said the basic faults of 
manufacturers’ distribution policies 
could be broken down into two broad 
groups, the first involving the use of 
too many channels of distribution 
and the second of too few. 

“When a manufacturer seeks dis- 
tribution through too many chan- 
nels,” he said, “he cannot give the 
same attention to all that he should 
give to those which yield the most. 
Furthermore, as the various channels 
of distribution are directly. or indi- 
rectly competitive, the manufacturer 
who uses a number of channels is not 
likely to secure the same cooperation 
from all of them as he could if he 
eonfined his distribution to the more 
important. 

“This is particularly true of a 
branded article, but it is also true, to 
a lesser degree perhaps, of unbranded 
merchandise, or of a product which 
is sold under different brands 
through the various channels.” 

As the outstanding example of 
manufacturers who were erring on 
the side of using too few channels of¢ 
distribution, Mr. Lebhar cited those 
who stick too long to traditional poli- 
cies without taking into considera: 
tion the changes coming into dis- 
tribution since the policies were 
formulated. 

“When a manufacturer finds that 
the channel of distribution he has 
been consistently using no longe! 
gives him the volume he requires, 
the time has come to consider other 
or supplementary channels,” he said.- 

“There are manufacturers in every 
line of industry who have seen their 
volume steadily dwindle but have 
stuck loyally to their old channels of 
distribution. Following the slogan. 
‘Pick your lane and stick to it,’ too 
literally, they have failed to notice 
the red light ahead. A brand new 
highway may have been constructed 
parallel to the rocky road they have 
been traveling, but they pursued 
their bumpy course, disregarding the 
warning sign, ‘This road dangerous. 
Proceed at your own risk.’” 


New Distributor 


Opens in South 


Advertising Distributing Company 
has been formed in Birmingham, 
Ala., to provide house-to-house dis- 
tributing service for advertisers. J. 
C. Caldwell is manager. 

The new company holds the fran- 
chise of Advertising Distributors of 
America for Birmingham, Tusca- 
loosa, Anniston, Bessemer, Gadsden 
and Fairfield. 


Receiver for Dailies 


Lit Pardue, a former editor of the 
publications, has been named re 
ceiver for Nashville Tennessean, 
and Evening Tennessean, by order 
of the federal district court. Col. 
Luke Lea is head of the company 
which publishes the dailies. 
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Business and Advertising Must 
Carry On 


The national banking holiday, 
which has been in effect throughout 
the country for the past week, and 
longer in many communities, has 
brought to business the greatest 
problems which have confronted it 
since the beginning of the world 
war. The difficulties of continuing 
normal operations have been even 
greater than in that national emer- 
gency. 

The natural disposition of indi- 
viduals and companies has been to 
slow down, mark time, and wait for 
something definite to happen. Such 
a program has been put into effect 
by many. On the other hand, cer- 
tain courageous and _ enterprising 
businesses, realizing the absolute 
necessity for maintaining morale 
and preventing panic, have continued 
their sales and advertising opera- 
tions without interruption. 

It is interesting to note that re- 
tailers who quit advertising because 
of the bank holiday did little busi- 
ness, while their neighbors, who re- 
fused to be intimidated by the situa- 
tion, and let the public know through 
their advertising that they expected 
to continue business as usual, re- 
ported brisk sales and in many cases 
crowded stores. 

Manufacturers who, like Lehn & 


Fink, made special credit arrange- 
ments to enable the public to con- 
tinue buying without the use of cash 
likewise contributed directly to the 
improvement of the situation. The 
general feeling has been that the 
bank holiday is purely temporary, 
and that the banks would be open 
and doing business within a short 
time. The fact that the public has 
refused to be stampeded by the bank- 
ing situation has made it entirely 
practicable to proceed with normal 
advertising activities. 

General Motors decided to go 
ahead with its campaign for the in- 
troduction of the new small Chevro- 
let, and by spending $250,000 over 
this week-end in newspaper advertis- 
ing it played an important part in 
supporting morale. 

No one need minimize the serious- 
ness and difficulties of the financial 
situation in order to point out the 
necessity for maintaining operations 
on as nearly normal a basis as pos- 
sible. Advertising is too vital a part 
of business to be discarded because 
of purely temporary conditions. The 
bank holiday will be terminated and 
the required supply of currency 
made available. Business will go on, 
and advertising must of necessity go 
ahead with it. 


Some Possibilities of Currency 
Expansion 


The passage of the new banking 
act providing authority for the ex- 
pansion of the currency not only 
assures the reopening of the banks 
of the country under conditions 
which will restore public confidence, 
but at the same time indicates an 
increase in business activity which 
may benefit advertisers in spectacu- 
lar fashion. 

The total amount of currency in 
the country at present is a little 
over ten billion dollars. It is be- 
lieved that the additional currency 
to be issued will amount to as much, 
or possibly more, thus enabling 
banks to meet all demands of de- 
positors. With money plentiful and 
the supply of the circulating medium 
increased 100 per cent or more, two 
things are almost certain to follow: 

One is rising prices of commodi- 
ties and the other is active buying. 
The result of these two forces will 
be increased consumption of goods, 
and increased employment in their 
manufacture and distribution. 

With plenty of money in the hands 
of consumers, advertisers will have 
an active market at which to aim 


their sales messages. Consumers 
who have been forced to withhold 
purchases during the moratorium 
and before will take advantage of 
the opportunity fully to supply their 
needs. As Lew Hahn, president of 
the National Retail Dry Goods Asso- 
ciation, says, people will prefer 
things to money, instead of money 
to things, as they did when the in- 
creasing demands of depositors for 
cash resulted in bank holidays all 
over the country. 

The advantages of currency ex- 
pansion are clear, and the only dan- 
ger to be guarded against is increas- 
ing the volume beyond safe limits. 
Since the new currency is in no 
sense fiat money, however, and is 
based on banks’ approved assets, the 
soundness of the new issue seems to 
be assured. Care in its manage- 
ment will maintain national and in- 
ternational confidence in the Amer- 
ican dollar. 

Advertisers now have an oppor- 
tunity for aggressive action which 
will still further accelerate the proc- 
ess of expanding business volume to 
profitable levels. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 469. Results. 


An intéresting booklet published 
by Time quoting remarks of numer- 
ous advertisers on the results secured 
from their copy in this publication. 
Also includes an unusual pictorial 
presentation of the size of the Time 
market for various commodities. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 471. How Much for “Point of 


Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 472. Found! 14 Million For- 
gotten People. 

“The purpose of this study by 
Household Magazine is to allocate 
the 14,191,420 people living in open 
country and unincorporated places to 
the intermediate groups under 10,000 
population,” says this booklet, in 
which detailed figures for this group 
are given. 


No. 464. Pacific Coast Markets. 


Published by Associated News- 
paper Color, Inc., gives valuable in- 
formation regarding the natural trad- 
ing areas on the coast, and breaks 
the market into six sections, disre- 
garding state lines. Other valuable 
information on retail sales and news- 
paper circulations is included. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was LHighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


368. The Upen Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for, Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market. 


AIN'T IT THE TRUTH? 


ISN’T \T SURPRISING WHAT A DIFFERENCE 


SGIRAHAN 
HUNTER ——“3s 


—Boot & Shoe Recorder. 


Voice of the Advertiser 


Seeks Information on 
Value of Dealer Imprints 


To the Editor: Has anything ever 
been written or published on the sub- 
ject of the value of imprinting the 
dealer’s name on dealer literature by 
the manufacturer? 

Have you any facts and figures 
which show whether or not the 
dealer help folders imprinted with 
the dealer’s name are actually used 
more readily than folders not im- 
printed with the dealer’s name? 
Does the average dealer use a greater 
percentage of imprinted folders than 
he does of non-imprinted folders? 

In addition to information on this 
particular subject can you tell me 
whether or not anything has ever 
been published or written to answer 
the question: Which does the aver- 
age consumer consider more im- 
portant— dealer or manufacturer? 
We would very much appreciate any 
information you can give us or refer 
us to on this subject. 


F. E. BAKER, 
Manager, Wilson H. Lee Company, 
Hartford, Conn. 
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How Can You Keep It 


From the Neighbors? 

To the Editor: Will you kindly 
see to it that my copy of ADVERTISING 
AGE is sent to my home instead of to 
this office? 

Your publication (my copy) is so 
popular with the other members of 
our staff that issues finally reach me 
dog-eared, worn and about four days 
late. While I don’t mind this in- 
terest, I do object to having my news 
reach me so late that it falls under 
the heading “Ancient History.” 


HOWARD MEDHOLDT, 


Aitkin-Kynett Company, 
Philadelphia. 
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Hopkins Commends 


Editorial on N. O. A. B. 


To the Editor: Your editorial in 
the Feb. 25 issue of ADVERTISING AGE 
is very interesting indeed and, as an 
evidence of the more general inter- 
est in it, I may say that it has al- 
ready been called to my attention by 
quite a number of people, including 
the heads of agencies. 

The facts, as you have stated them, 
are correct and your entire treat- 
ment of the subject is accurate and 
fresh. 

This kind of reporting is un- 
doubtedly a large factor in the build- 


ing up of the well-deserved general 
interest in your publication. 

I am not a testimonial writer 
either by habit or inclination, but 
the refreshing viewpoint of ADVER- 
TISING AGE and your method of pre 
senting news items of real interest 
combine to make your publication 
the most interesting one to me in 
the advertising field. 


F. T. Hopkins, 
President, National Outdoor 
Advertising Burean, New 
York. 
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Wrong Basis Used to 


Determine Roto Rates 

To the Editor: I was interested in 
your recent editorial regarding roto- 
gravure rates, pointing out the dif- 
ferential of 20 to 300 per cent which 
now exists between black and white 
and rotogravure rates. 

This unhappy condition we feel re- 
sults from using costs and produc- 
tion as the main basis in setting 
rates. In other words, the publisher 
has not been so concerned with what 
rate would be a profitable one, from 
the advertiser’s point of view, but 
rather how much he must get to off- 
set the cost of his roto section. 

We are entirely in accord with the 
theory that while rotogravure is 
worth more than black and white, it 
is not worth a varying percentage of 
from 20 to 300 per cent more, and 
that somewhere between those two 
points is a figure beyond which the 
advertiser may not profitably go. We 
are not prepared to offer an opinion 
as to what this percentage is, but it 
is true that many large advertisers 
shy at a premium of 50 per cent or 
more, even for color. 

The success of the Metropolitan 
Sunday Group seems to indicate that 
when rotogravure is put on a reason- 
able and consistent basis, it is highly 
salable. 

G. C. DIBert, 
Media Dept., J. Walter Thomp- 
son Company, New York. 
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Readable, Not Edible, 


Is Our Newest Slogan 

To the Editor: C. N. J. says in 
the March 4th issue, speaking of 
Copy Cub: “He’s the cocktail before 
the dinner of your paper.” 

This doesn’t mean that you’re go- 
ing to compete with Planter’s “Nickel 
Lunch” by advertising your paper as 
a “Nickel Dinner,” does it? 


& 2. Ba 
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For the first time since the depression 


Liberty’s circulation has been 


going UP...and on the newsstands 


Liberty’s Total Net Paid 2,400,000 


Circulation TOTAL LIBERTY 


NET PAID CIRCULATION 
January-February, 1932-1933 2,300,0004 TO DATE 


1932 1933 Pe eene anette 

Jen. 2 2,059,476 Jan. 7 2,246,200 > 
2,131,901 14 2,324,618 

16 2,141,139 21 2,342,623 

23 2,240,829 28 «2,352,649 
Feb. 6 2,272,257. Feb. 4 2,376,260 2300,000P 
132,282,245 1) 2,397,277 


20 2,249,294 18 2,425,925 


27 2,293,238 25 2,402,753 2,000,000 s€ PT. : ocT. + NOV. : Dec. - JAN. - FEB. 
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O6PER CENT 
OF U.S. HOMES 
HAVE RADIOS 


New York, March 9.—More than 
50 per cent of the nation’s homes are 
now equipped with radio, according 
to a survey by Radio Retailing and 
Columbia Broadcasting System, made 


with the co-operation of leading 
manufacturers. 
The exact figure is 16,809,562 


homes, or 56.2 per cent of the total, 
compared with 40.3 per cent in April, 
1930, when the last government sur- 
vey was made. 

Nine million receiving sets were 
sold between April, 1930, and Janu- 
ary, 1933. Approximately 4,760,000 
were sold to homes which did not 
previously possess a set, according 
to the survey. The remainder were 
replacements or for export. 

The survey, based on the records 
of manufacturers having 60 per cent 
of radio sales, showed substantial 
progress made in Southern states, 
which, however, rank considerably 
below the remainder of the country 
in ownership of radio. 

In Alabama, the percentage in- 
creased from 9.5 to 17.3 per cent; 
Arizona, 18.1 to 30.4 per cent; Flor- 
ida, from 15.4 to 36.7 per cent; 
Georgia, 9.9 to 20.1 per cent; Ken- 
tucky, 18.3 to 27.8 per cent; Missis- 
sippi, 5.4 to 18.7 per cent. 

Detailed figures on present owner- 
ship of radio sets in individual states 
are given in the following table: 


% of Radio 

Number owner- 

e of radio ship by 

States homes families 

as of Jan., as of Jan., 

1933 1933 
Alabama ....... 102,135 17.38 
CY ee 32,267 30.4 
Arkansas ....... 75,396 17.2 
California ...... 1,067,705 66.3 
COIGPERO .....<% 156,659 58.6 
Connecticut ma 284,179 73.1 
Delaware ...... 43,414 73.5 
aE 2. Se 111,340 88.7 
a 138,028 36.7 
CC ee 130,943 20.1 
45,872 42.5 
eae ae 1,359,995 70.5 
See ere 478,090 56.7 
ae 371,448 58.4 
ae 243,598 50.0 
Kentucky ...... 169,517 27.8 
Louisiana ...... 131,835 27.2 
ES hs 46a oe 8 111,318 56.3 
og ae 238,149 61.8 
6 Dae xe + 0" 789,552 77.3 
Michigan ....... 736,629 62.4 
Minnesota ...... 364,586 60.1 
Mississippi ..... 47,457 18.7 
eee 567,298 60.4 
BEOMIAMA ....... 61,542 45.1 
Nebraska ...... 203,759 59.4 
PR. sina eins 0 8 12,095 47.5 
N. Hampshire .. 74,222 §2.2 
New Jersey an 818,865 83.1 
New Mexico .... 18,848 19.1 
New York ...... 2,500,723 79.4 
N. Carolina 128,059 19.9 
a 79,746 55.0 
aes 1,136,142 66.9 
Oklahoma ...... 170,102 30.2 
CN go's ka: 406% 160,348 60.2 
i ee 1,563,127 69.9 
Rhode Island 135,780 82.1 
S. COPOles ..... 54,689 14.9 
arr 87,745 54.5 
Tennessee ...... 183,762 30.6 
. a 434,804 31.5 
. Sera 71,732 61.8 
ee 52.483 58.8 
Mei, : | eee 183,307 34.6 
Washington .... 249,393 58.8 
W. Virginia .... 154,242 41.2 
Wisconsin ...... 451,065 63.4 
Wyoming ...... 25,572 45.0 
oer 16,809,562 56.2 


Sugar Earnings Up 
American Sugar Refining Com- 
pany, New York, announces that 
earnings during 1932 were equivalent 
to $2.62 a share on-common stock, 
compared with $2.23 the previous 
year. 


Publisher Dies 
Dana Harry Hinkley, veteran pub- 
lisher of Petoskey, Mich., Evening 
News. was found dead in his garage 
March 8. He had been in failing 
health for several weeks. 
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INTRODUCING AN UNWELCOME TABLE DECORATION 


That there is nothing wrong with this picture is implied in the April magazine advertisements of the 
Charles B. Knox Gelatine Company. The lemon chiffon pie occupying the place of honor in the pic- 
ture and other novelties made with its gelatine can banish Meal Monotony forever, the copy declares. 


Seas Males As 
Allies in Sale 
Of Gas Ranges 


Youngwood, Pa., March 9.—Man’s 
keen appreciation of the importance 
of “gadgets” makes him a fine pros- 
pect for modern appliances, even in- 
cluding a gas range, Robertshaw 
Thermostat Company is telling its 
dealers in trade paper advertising. 

“Any man can cook with a Robert- 
shaw,” says the head of one piece of 
copy, which explains the company’s 
reasoning as follows: 

“Although it is the woman who 
takes the initiative in buying a new 
gas range, the decision is seldom 
made until it has also met the ap- 
proval of the man of the house. And 
the one thing that justifies a new gas 
range to most men is the Robertshaw 
Oven Control. 


The Male Gets the Point 


“The man who insists on automatic 
temperature control in the cooling 
and lubricating system of his car, 
and in the maintenance of his fur- 
nace, is quick to see the good sense 
of automatic oven control—the free- 
dom it gives his wife from kitchen 
drudgery —the certainty of better 
cooking and the economy of correct 
use of foods.” 

For this reason, the copy ex- 
plained, demonstrations should in- 
clude both of the central figures in 
the domestic drama. 


N. W. Mogge Diveots 


Prune Advertising 


Norton W. Mogge, for the past five 
years with the San Francisco office 
of Lord & Thomas, has joined the 
staff of United Prune Growers of 
California in charge of advertising 
and supervision of grower and trade 
relations. 

Mr. Mogge was formerly connected 
with California Fruit Growers Ex- 
change, was advertising manager of 
Northwestern Fruit Exchange, and 
Pacific coast manager for Meredith 
Publishing Company. 


Mutual Appoints Sharp 


Mutual Sales Company, Cleveland, 
O., window displays, panels, ete., has 
placed its advertising with Ralph W. 
Sharp, Ine., Cleveland. Business 
papers and direct mail will be used. 


KNOWING YOUR MARKET, AND, 


——_—————— ———— 


WHAT OF IT? 


Ht was recently our privilege to be called 
in by a well known manufacturer contem- 
plating the use of a sampling campaign in 
the Chicago Market. He asked us for specific 
information about the sale of his own and 
similar products which would indicate ex- 
actly what parts of this area could be sam- 
pled most advantageously. Our figures showing 
the sale of his type of product in approxi- 
mately $75 tracts in the city enabled us to 


ADVERTISING CARRIERS 
20 EAST 8' ST. CHICAGO 


help him plan a particularly effective and 
economical campaign. 

Whether your product is soup, soap, break- 
fast food or any other staple item we can 
give you similar assistance. 

“Knowing our market’ is only one of the 
factors which make BIG 4 service to adver- 
tisers intelligent and effective. 

If you need dealer cooperation in Chicago 
and suburbs we offer you valuable help. Ask 
for our survey, ‘“‘The Market, Chicago.’’ 


COPY FEATURES 
CLOTHING MADE 
OF SUGAR SACKS 


Savannah, Ga., March 9.—Clothing 
made from sugar sacks is the new 
advertising theme for Dixie Crystals, 
“The Sweetest Sugar Ever Sold,” re- 
fined by the Savannah Sugar Re- 
fining Corporation. The new slant 
is being enthusiastically followed up 
in a southern farm paper campaign 
by Johnson - Dallis Advertising 
Agency, Atlanta, Ga. 

The opening advertisement of the 
clothing series illustrates a man’s 
suit, frocks for women and girls and 
rompers for the baby, all made from 
the bags in which the advertiser’s 
sugar is packed. They are photo- 
graphed on live models and the ad- 
vertisement contains no other art 
work. 

“Make attractive clothing from 
Dixie Crystals sugar bags,” suggests 
the headline, the advertisement con- 
tinuing: 

“The garments illustrated in this 
advertisement will give you some 
idea of the attractive and useful 
clothing that can be made from 
empty Dixie Crystals sugar bags. 
The cotton cloth we use for Dixie 
Crystals bags is strong and durable, 
and will last a long time. 

“Write today for free folder show- 
ing many garments that can be made 
from Dixie Crystals bags, with de- 
tails as to the number of bags re- 
quired for each garment, and the 
pattern number from which it was 
made.” 

The copy reserves a paragraph at 
this point for brief comment on the 
product’s merits, and concludes with 
a coupon for ordering the clothing 
folder. 


Marvin Knight 


Leaves Erwin, Wasey 


Marvin Knight, until recently an 
account executive with the New 
York organization of Erwin, Wasey 
& Co. has joined the J. Walter 
Thompson Company, New York, in 
an executive capacity. 

He joined Erwin, Wasey & Co. in 
1927 as a seasoned advertising man 
and was made a vice-president in 
1929. 


Can’t Use “Standard” 


Standard Oil Company of Colorado 
and its subsidiary, Standard Oil and 
Gas Company, were enjoined from 
using the trade name “Standard” by 
a federal district court order issued 
this week. 


Hotel Names Tracy 


Advertising of Hotel Times Square, 
New York, has been placed with W. I. 
Tracy, Inc., New York. 


Presidents’ Son 
Quits Agency to 
Become Rancher 


New York, March  9.—Elliott 
Roosevelt, son of the president, re- 
signed as an account executive of 
the Paul Cornell Company this week 
and announced that he would be- 
come a rancher. 

The impression was abroad, how- 
ever, that he might consider a re- 
turn to the field when his family was 
divorced from the government, for, 
incredible as it seems, his lot as an 
agency man was made unbearable 
by too many offers of accounts, or, 
to be more explicit, the offer of too 
many of the wrong kinds of ac- 
counts. 

Because of his father’s position, a 
good many advertisers desirous of 
obtaining political and legislative fa- 
vors got the idea that luck would be 
on their side if Mr. Roosevelt and 
his associates accepted their ac- 
count, implying as much in the ne- 
gotiations. The importunities be- 
came such a nuisance that the young 
executive took the radical step to 
save himself and the agency further 
annoyances. 

Mr. Roosevelt left Princeton as an 
undergraduate in January, 1931, to 
learn the agency business with AIl- 
bert Frank & Co., explaining, “I 
would have enjoyed the vacation, 
but do not have time for the lux- 
ury.” 

He left this firm to become a part- 
ner in Kelly, Nason & Roosevelt, 
Inc., withdrawing to join the Paul 
Cornell Company shortly before his 
father was elected to the presidency. 


» 
Women Learn of 


Vassarette Campaign 


Mrs. Elizabeth Stubbs of Aubrey & 
Moore. Chicago agency., told Women’s 
Advertising Club of Chicago some of 
the merchandising and production 
angles behind the current campaign 
for Vassar undergarments at the 
meeting March 7. 

Pointing out that the introduction 
of new and better ways of doing 
things still may result in sales, Mrs. 
Stubbs said that the Vassar plant is 
still working 24 hours a day, seven 
days a week, and that it has fre- 
quently been unable to fill all orders 
for certain types of garments. 


Approves New Plan 


Members of the Audit Bureau of 
Circulations have given their ap- 
proval to the plan submitted by the 
board of directors recently, under 
which quarterly statements may be 
submitted by publication members, 
except business papers, upon their 
own initiative. 

The new plan becomes effective for 
newspapers April 1, and for maga- 
zines and farm papers July 1. 


CANADA DRY HAS 
FAITH: $500,000 
DRIVE STARTED 


New York, March 9.—Canada Dry 
Ginger Ale, Inc., today instructed its 
agency, N. W. Ayer & Son, to place 
orders for a_ half-million dollar 
spring campaign in magazines and 
newspapers. 

Magazine orders were mailed at 
once in order to make May issues, 
The major part of the appropriation 
has been reserved for newspaper ad- 
vertising in the company’s principal 
markets, which it is expected will 
start early in April. A new prestige- 
building copy treatment will be em- 
ployed. 

“The decision to increase our ex- 
penditure for advertising is based 
on faith in our products and in the © 
recuperative qualities of the coun-_ 
try,” said P. D. Saylor, president of 
the company, in a statement accom- 
panying authorization of the cam- 
paign. 


Have Not Lost Faith 


“During all this economic cutee 
ance—and I do not minimize its sé 
verity—we have never lost that 

faith. We have pursued a consist- 

ent advertising and sales policy; we 

have not yielded an iota on quality 

of product, in spite of the lure, and 

we have maintained our contact, 

through advertising, with our mar- 

kets. 

“Now we see what we regard as 
unmistakable evidence of renewed 
activity; we see increased purchas- 
ing power and revived trade. The 
aggressive action of the new na-: 
tional administration during the last - 
few days has been the lever which 
has set the machinery in motion. 
The very confidence with which the . 
governmental forces have proceeded © 
has in turn inspired confidence in 
both the people and in business lead- 
ers.” 


Heltiiey Sldlne 
Independents, 
Group is Told 


New York, March 9.—‘‘Millions of 
housewives have made love anew to 
the dear old service grocers since the 
bank holiday,’ Carl W. Dipman, edi- 
tor of Grocery Trade News and The 
Progressive Grocer, told the Sales Ex- 
ecutives Club here today. 

“The result has been an increase 
in service grocery sales of about 25 
per cent and a corresponding decline 
in the sales of cash stores since the 
bank tie-up.” 

Mr. Dipman said that many signs 
point to the strengthening of the 
position of the independent dealers 
in 1933 and that they will probably 
end the year in a better position in 
relation to the chain store than at 
the beginning of the year. 

“Independents,” he continued. “are 
doing the most aggressive job of mer: 
chandising in their history. Many 
of their voluntary organizations are 
working smoothly and they are do 
ing advertising and merchandising. 
frequently using large newspape! 
space, on a par with the chain stores. 

“In the past year the ranks of the 
independents have been augmented 
by large markets and super markets 
that employ every device of merchan- 
dising in the chain store bag of 
tricks and a few new ones for good 
measure. 

“Some of these _ independently 
owned super markets do as much as 
$100,000 volume a year and because 
of their price cutting often take more 
business away from the chains than 
from the small independents.” 


Leaves Worthington 


F. C. Eibell, for the past four year: 
manager of the advertising and pub 
licity department of Worthingtot 
Pump and Machinery Corporation 
New York, has resigned. : 
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ADVERTISING AGE 


She ran the 


DOGWATCH EDITOR ragged? 


Nonooy writes home about the 
movie actor who sticks his foot in a pan of 
dough. Only the S.P.C.A. gets serious over 
the comedian who sits on a tack. The old 
Hollywood custom of slinging custard pie 
still gets a grin from some people. But it’s 
vals like Greta Garbo, with a flash from life, 
who pack ’em in. 

- A brick in the neck and a back flipflop out 
of the picture still rate a mild form of amuse- 
ment from the comic section audience, too. 
But it takes a feature like Orphan Annie. 
with human interest, pathos, sympathy, to 
start frantic thousands writing, telephoning, 
wiring the editor. 

Annie began her comic strip life scrubbing 


floors in an orphanage. Not very funny for a 


Annie.” The calls continued all night, run- 
ning the dogwatch editor ragged. At breakfast 
time, 20 telephone operators were swamped 
with inquiries. Calls piled up so fast that 
office boys, photographers, secretaries, and 
even executives were pressed into service. 
Not since the day of the fake armistice 
had any event stirred a comparable public 
interest. 

In adversity Annie had made friends. And 
they stuck to her when she had money. Annie 
was back in the paper next morning—and a 
full-column, page-one story carried an apol- 


ogy for the omission. 


No ballyhoo, slapstick, exaggerated 


comedy could have inspired a telegram that 


human interest comic has greater appeal, that 
it creates a stronger tie between the paper 
and the reader. This relationship is an intan- 
gible asset that makes tangible sales over the 
counter, helps Metropolitan papers to do so 
much more for retail merchants. Retail linage 
statistics bear witness. 

Metro-Comics go into five million homes. 
They are read by everybody from the kid to 
the capitalist. May we show you the evi- 
dence? Here is a medium with power to make 
volume sales, to move merchandise now. 
Here are the comics carried by eleven of 
America’s greatest newspapers in eleven of 
America’s best and biggest markets. It is the 
most powerful medium available to put this 


new giant of advertising, the comic section, 


lions of 
< nt comic. Then she fell under the benign influ- Harold Gray, creator of Annie, received re- _ to work for you. 
ince 
ny = ence of the rich Mr. Warbucks; an orphan — cently. Annie’s faithful dog Sandy had dis- 
ales Ex- . Pes 

who bought ice cream on a charge account. appeared under sinister circumstances. Bor- 
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bout 25 The editor of one Metropolitan newspaper —_ rowing time from a crowded day, one of the 
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PACKAGES UNDER 
MICROSCOPE AT 
N. Y. MEETING 


New York, March 9.—Practical con- 
siderations had their inning during 
the five-day packaging, packing and 
shipping conference, clinic and ex- 
position held under the auspices of 
the American Management Associa- 
tion. 

Among those who discussed the 
consumer-package relationship were 
Francis Chilson, consultant and pack- 
aging editor, The Drug and Cosmetic 
Industry, Roy Sheldon, president, In- 
dustrial Design, Inc., and D. E. A. 
Charlton, editor, Modern Packaging. 

“I think the term ‘consumer con- 
venience’ has been greatly overem- 
phasized in package designing,” de- 
clared Mr. Chilson. ‘The interests 
of the production man are paramount 
because they are not necessarily in- 
imical to the interests of anyone else. 

“When the product requires extra- 
ordinary provisions for preservation, 
the consumer uses the package with- 
out complaint. No consumer kicks 
because tomatoes are usually packed 
in tin cans that require the use of a 
can opener, because a sardine can is 
neither sightly nor easy to open, be- 
cause glass jars are not as easy to 
open as some of the ordinary, screw 
capped containers, nor because of the 
time honored difficulty of getting at 
olives. 

“Regardless of the shape, size or 
convenience of a package, no dealer 
will object to it so long as it has a 
ready demand supported by constant 
advertising. It is only when the 
product does not turn over rapidly 
that the dealer becomes critical of 
the package. 


Mechanical Handling Important 


“The prime requisite is that the 
package shall be amenable to me- 
chanical production methods, which 


AMONG THE WINNERS AT NEW YORK SHOW 
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Container for Clean-All, product of Devoe & Reynolds, which won 
the first award in the tin container class at the recent competition in 
New York; and right, display for Drybak Band-aid, entere by John- 
son & Johnson and designed by Einson-Freeman Company, which won 


the award in the display container class. 


means easy filling, capping, sealing, 
labeling, cartoning, wrapping.” 

Mr. Sheldon cautioned against 
carrying out family resemblance to 
the point where it becomes monot- 
onous and suggested a careful use of 
design so as to provide variety while 
preserving the advantage of the fam- 
ily resemblance. He also recom- 
mended the sales-test method of 
judging new package designs. 

“Changes are constantly occurring 
which tend to make a once popular 
package appear old-fashioned and 
obsolete to the consumer,” he said. 
“Therefore, the manufacturer’s strat- 
egy should be to test the popularity 
of his design continually. 

“The method which is coming into 
increasing use is to make up new 
designs from time to time and place 
them on sale along with his standard 
design and his competitors’ packages. 
By this means he can determine if a 
less expensive package will prove 
economical or whether a higher cost 
container will justify itself in in- 
creased sales.” 

Mr. Charlton listed protectability, 


-.etvake the 


Ottumwa, 


Iowa trading territory 
for instance 


In the eight Iowa counties of the 
Ottumwa trading territory Tne Des 
Moines Register and Tribune has 
a circulation of 12,088 daily and 
14,205 Sunday. 


 @ a 
fine, modern 


city ... typically American... 
where living standards are con- 
stant . .. standards that make 
customers for your products. 
Ottumwa is the home of several 
important industries, the leading 
of which is meat packing. Many 
fine stores and shops are located 
in Ottumwa to serve the fertile 
trading area of which it is the 
center. 


This splendid Iowa city is sit- 
uated 87 miles southeast of Des 
Moines. There is no other city 
of its size within a radius of this 
distance. Towns of secondary 
size in this area are: Fairfield, 
Centerville, Eldon, Albia, Chari- 
ton, Oskaloosa, Bloomfield and 
Sigourney. 


Fifty-eight per cent* of Ot- 
tumwa’s retail business is drawn 
from the trading territory shown 
here . . . outside the city itself! 


*Editer and Publisher 
Market Guide for 1933 


In seven out of eight of these 
counties The Des Moines Regis- 
ter and Tribune has a total cov- 
erage ... daily or Sunday... 
of more than double that of the 
next largest daily newspaper. 


The Des Moines Register and 
Tribune is delivered right to the 
subscribers’ homes in_ every 
town of over 300 population by 
our own exclusive carrier sales- 
men. The city of Ottumwa, 
alone, requires 69 carrier sales- 
men to serve Register and Trib- 
une readers. 


The effective coverage of The 
Des Moines Register and Trib- 
une in the Ottumwa area is typi- 
cal of its sound circulation all 
over Iowa! 


The Des 


Moines 


Register and Tribune 


230,221 Daily...A.B. 


C...208,243 Sunday 


individuality, modishness, shelf-ap- 
peal, convenience and ability to ex- 
press the product to advantage as 
qualities essential to the success of a 
modern package. 


Customer Is Confused 


“The manufacturer of today is 
faced not only with that competition 
which he can expect from goods of 
equivalent quality and similar mer- 
chandise which sells for less, but, in 
many cases, his sales may be actually 
jeopardized through a comparison of 
his package with those of dissimilar 
products,” he said. ‘The prospective 
customer is faced in the store and in 
the shop window with a confusing 
display of packages of every shape, 
size and design. 

“Still a serious handicap to a few 
manufacturers is that hardy per- 
renial facetiously referred to as ‘the 
founder’s package’. Sales of some of 
these packages are still being main- 
tained in spite of their antiquity and 
ugliness, but, I venture to say at a 
high cost. Until they take on a new 
dress, no one will know at what ex- 
pense dignity and tradition have 
been protected.” 


“United States Daily” 


Suspends Publication 


United States Daily, Washington, 
D. C., supplying the official news of 
the United States government and of 
the governments of the various 
states, suspended publication with 
the issue of March 6. 

The publication, which was founded 
and subsidized by a group of promi- 
nent citizens and organizations on 
March 4, 1926, was unique in Ameri- 
ean publishing annals. 


Coast Agency Elects 


Cc. .P. Constantine was elected 
chairman of the board of Botsford, 
Constantine & Gardner, Pacific coast 
agency, at the annual meeting. Other 
officers elected are David M. Bots- 
ford, president; Herbert S. Gardner, 
executive vice-president; Ray An- 
drews, M. W. Manly, S. G. Swanberg 
and F. Coykendall, vice-presidents; 
J. V. Roberts, secretary-treasurer. 


Beech-Nut Renews Chandu 


Beech-Nut Packing Company, 
which is now running “Chandu” on 
more than 50 stations east of the 
Mississippi, has renewed its contract 
for this feature and plans to syn- 
chronize the programs so that all 
will be running the same sequence. 


Wahl to Exhibit 


Wahl Company, Chicago, has con- 
tracted for space in the Jewelry 
building at the Century of Progress, 
Chicago, and expects to introduce 
several revolutionary ideas in writ- 
ing implements coincident with the 
opening of its display. 


Adds to Milwaukee Staff 


Mrs. Helen Whittingham, formerly 
with United States Advertising Cor- 
poration, has joined the Milwaukee 
office of Needham, Louis and Brorby, 
Inc., as office manager. 


Teaches Advertising 


Omaha, Neb., Municipal University 
has inaugurated a course in adver- 
tising and journalism, in charge of 
V. Royce West. 


CHECKS GOOD 
FOR POSTAGE 
OF ALL KINDS 


New York, March 9.— Postmasters 
throughout the country are directed 
to accept checks from advertisers 
and publishers in an order issued 
from Washington as the result of 
representations made by the National 
Publishers Association. 

The only deviation from normal is 
that the drawer of the check must 
accompany it with a sworn statement 
that such checks, together with all 
others drawn against the same ac- 
count, shall not exceed any limita- 
tions fixed by the Secretary of the 
Treasury. 

The new order covers the present 
emergency and applies to all classes 
of postage. At the request of the Na- 
tional Publishers Association, the 
order was wired to the fifty largest 
post offices in the country. 

The order reads: 


Text of Order 


“Postmasters are hereby directed 
not to discontinue during the present 
banking emergency the acceptance of 
certified checks and uncertified 
checks tendered in payment for post- 
age stamps and other stamped paper 
and for postage on matters of the 
several classes mailed without stamps 
to an amount within the limitations 
that may be fixed by the Secretary 
of the Treasury from time to time 
governing withdrawals of deposits: 

“Provided that the usual inquiry is 
made as to the responsibility of the 
drawer, and provided further that 
there be submitted a sworn statement 
from the drawer that such checks, 
together with all other checks that 
may be drawn against the same ac- 
count, shall not exceed the limita- 
tions so fixed.” 


Trade-Marked 
Ice Sold With 
Coin in Slot 


Chicago, March 9.—Current adver- 
tising of the International Harvester 
Company of America indicates the 
importance of the ice industry as a 
user of mechanical appliances, also 
throwing light on methods utilized 
in meeting the competition of electric 
refrigeration. 

The advertisement featured the 
fact that 222 International trucks 
are used by the Union Ice Company, 
of San Francisco, which operates 
eighty ice plants in 200 California 
and Nevada cities. 

These trucks are used in part to 
service ice vending machines estab- 
lished in Los Angeles and later ex- 
tended to other cities. 

The ice is cut and wrapped at the 
ice plant, then delivered by refriger- 
ated trucks to the vending machines. 
Both trucks and vending machines 
are kept at a maximum of 20 degrees 
by the use of electric refrigeration. 

The housewife needing ice repairs 
to the nearest machine, drops a coin 
in the slot and gets a 25-pound block 
of ice, wrapped in colored paper and 
in some cases bearing the trade-mark 
of the manufacturer. 

The plan was originated by J. L. 
Zeigler, of the Central California Ice 
Company, Los Angeles. It proved so 
popular that Union Ice Company 
adopted it. Thus far, the chief diffi- 
culty has been to secure good loca- 
tions at rentals which allow a profit. 


Ewald Adds to Duties 


Henry T. Ewald, president, Camp- 
bell-Ewald Company, has added to 
his duties during the bank mora- 
torium by taking charge of press re- 
lations for the Detroit Clearing 
House Association. 


“News-Week” Appoints 

News-Week, New York, has named 
Simpson-Reilly as Pacific coast ad- 
vertising representative. 


Ends Depression 
Without Difficulty 


Rouses Point, N. Y., March 
8.—The depression blew up 
with a bang here when the 
weekly “North Countryman” 
announced in a front page edi- 
torial that newspapers are re- 
sponsible for the depression 
“because they sold it to the 
public through millions of dol- 
lars worth of free advertising 
in the guise of news.” The 
paper published the following 
statement: 

“From now on, the ‘North 
Countryman’ will print no 
news of the depression in any |. 
form, including speculations as 
to its cause, its effect, or pro- 
posed remedies. Neither will 
it accept any advertisement 
from any source referring to 
abnormal conditions as a rea- 
son for reduced prices, sales, 
etc., nor to unemployment 
organizations or relief drives 
and similar measures’ spon- 
sored by individuais or organ- 
izations.” 


POMPEIAN TURNS 
BRIGHT LIGHT ON 
‘HALF-HOUR NOSE 


New York, March 8.—*Haltf-hour 
nose,” and the forgotten woman, 
share the spotlight in the new Pom- 
peian face powder campaign pre 
pared by N. W. Ayer & Son. Copy 
will appear in Photoplay, Motion 
Picture and the Tower group for the 
time being. 

Now that Pompeian and Houbi- 
gant have tied in the race to be the 
first to train their fire directly on 
the shiny schnozzle, there is proba- 
bility of a stampede to exploit this. 
reason for the use of face powder, 
which has been overlooked for years. 

The Pompeian copy is illustrated 
with unnamed girls of merely aver- 
age beauty and distinction, because 
S. Pflugfelder, account executive, 
tested a hunch that movie stars and 
society belles have lost much of their 
effectiveness as adorners and en- 
dorsers of cosmetic advertising. 

“No,” the woman in the street told 
him, “I don’t think that the use of a 
cosmetic by women of the privileged 
classes is a good reason why I should 
adopt it. On the contrary, the sug- 
gestion tends to decrease my interest 
in the product, for it reminds me 
that my circumstances and require 
ments are totally different. I want 
to know what is good for women of 
my type and station.” 


Nose or Beacon Light? 


The Pompeian copy introduces a 
new face powder which “clings for 
hours” with the statement, “Now. 
there’s no excuse for half-hour nose,” 
and asks the users of other brands 
how many times a day they powder 
their noses and how many times they 
look in mirrors to see if their face 
has a nose or a beacon light. 

The advertisements draw heavily 
on the power of pictorial selling, one 
illustration showing how serenely 
and confidently beautiful the posses: 
sor of a perfectly powdered nose can 
be and the other to what exent she 
can be robbed of her loveliness. 


Kelvinator Adopts 


Standard Neon Signs 


Adopting standard identification 
signs for dealers, Kelvinator Cor- 
poration, Detroit, has placed a heavy 
order with Neon Products, Inc. 
Lima, O. 

Thousands of the signs will be in 
stalled in dealers’ stores as rapidly 
as possible. 


Three Name Kaplan 
Germain Products Company, Bees | 
& Trafeli Marble Company, and 
Utona, Ine., all of Detroit, have 


placed their accounts with Maurice_ 
Serle Kaplan, Detroit. 
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"You can’t challenge prohibition. People 
will never stand for it.” 


After the avalanche of public opinion that 
carried the repeal resolution through Con- 
gress last month, it is almost inconceivable 
that such a warning could ever have been 
delivered seriously. 


But when Collier's first opened its cam- 
paign against prohibition in 1924, there 
was no huge majority to applaud its stand. 
Astute politicians knew that people still 
believed prohibition would work. To a 
large magazine with national circulation, 
any open challenge of the 18th Amend- 
ment was “dynamite!” 


But there were the facts. From its careful 
study of conditions in every state in the 
Union, it was obvious to Collier’s that pro- 
hibition was not promoting temperance. 


In Collier’s a new leader has appeared among 
magazines—a leader, designated as such by a 
modern-minded American public. 


THE CROWELL PUBLISHING COMPANY 


It had brought a wave of increased vice, 
corruption and lawlessness. 


Collier's made its decision. An article, 
“They're Drinking More Than Ever,” 
brought a storm of protest. It was followed 
by others on the rise of gangdom, the graft- 
ing of prohibition officials, the increased 
drinking among youngsters. Month after 
month the campaign continued without 
interruption—for nine years. 


Collier’s has made enemies. It has been 
threatened—and sued. But it has won the 
respect and confidence of alert, young- 
minded citizens who represent the most 
powerful influence on public thought and 
action. 


To the national advertiser, Collier’s offers 
the editorial influence that has always 
been the backbone of advertising success. 


WEEKLY 
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ADVERTISING AGE 


March 11, 1933 


Air Conditioning Copy 
Is Doubled by G. E. 


The 1933 newspaper appropriation 
for the air conditioning department 
of General Electric Company will be 
double that of last year, J. J. Dono- 
van, manager of the department, has 
announced. 

Copy will continue in the 45 cities 
now served by dealers, and will 
shortly be extended to the middle 
west, where dealers are now being 
appointed. 


Prepared Prep Copy 


Mortimer Lowell Company, New 
York, prepared the test campaign for 
Prep shaving cream described in the 
Feb. 25 issue of ADVERTISING AGE. 
The story erroneously gave credit to 
another organization. 


Mrs. Drear and 
Mrs. Cheer Are 
Teamed for Soap 


New York, March 9.— Two new 
characters, Mrs. Drear and Mrs. 
Cheer, have entered the realm of 
advertising via current newspaper 
copy for Oxydol soap, product of 
Procter and Gamble Company. Simul- 
taneously, an entirely different list 
of newspapers received copy for the 
same account, featuring a “double 
bubble” slant. 

The two new campaigns were 
launched after numerous consumer 


tests on various types of copy had 
been made in half a dozen cities. 

Mrs. Drear and Mrs. Cheer, who 
are housewives with contrasting 
ideas, as their names imply, were 
created by Rose O'Neill, famous illus- 
trator whose Kewpie dolls are known 
throughout the world. 

The double bubble copy is based 
upon the assumption that women are 
interested in the scientific side of 
washing, and that they want to know 
what actually happens when a soap 
is put into a washtub or dishpan. 

Erwin, Wasey & Co., New York, 
are in charge of the campaign. 


Names Fenger-Hall 


Fullerton, Cal., News-Tribune has 
named Fenger-Hall Company as na- 
tional advertising representative. 


Opens N. Y. Office 


W. L. Stensgaard & Associates, 
Inc., Chicago display organization, 
has opened an office in the Empire 
State Bldg., New York, in charge of 
H. D. Barber, vice-president. L. O. 
Duncan, formerly sales manager for 
Grand Rapids Store Equipment Com- 
pany, has joined the Chicago office 
of the organization as associate 
director of sales. 


White King Soap on Air 

White King Soap Company, maker 
of Mission Bell toilet soap, inaugu- 
rated a new play, “Growin’ Up,” 
which features Gay Seabrook and 
Emerson Treacy, in a five-day-a-week 
broadcast over key stations in the 
west March 6. Earnshaw-Young, Inc., 
Los Angeles, is in charge. 


Measuring UNITS is not enough: 
ask also: “What is the VOLTAGE?” 


HERE is a newspaper which reflects a principle of journalism so powerful that, by 

itself, it has built a “city” of its own...a city of over 600,000 homes and probably 
2,500,000 human beings. 
So vast a city cannot be measured in terms of units only. It possesses voltage, not 
only of reading power, but of buying power. For in more than 600,000 homes, the 
New York Evening Journal is read more thoroughly than any other evening newspa- 
per. So, when you use the Journal, you are assured of a hearing farlmore receptive 
than a mere measurement of units, alone, can ever indicate. 


NATIONALLY REPRESENTED 


BY RODNEY E. BOONE 


ORGANIZATION 


PACKARD GIVES 
FREE DIAGNOSIS Ol 
4 TIMES A YEAR) | 


Aims to Increase Business But 
of Factory Stations 


Detroit, Mich., March 9.—In an Ne 
effort to combat the inroads of in- first 
dependent garages upon the activi- ¢ sold 
ties of factory service stations, Pack- jn 19 
ard Motor Car Company, through its groce 
Detroit branch, is addressing a vigor-- Groce 
ous direct mail campaign to Packard  gecli1 
owners, advising them of a “new idea of px 
in motor car service.” areas 

The “new idea” is a plan whereby  centl: 
the owner is invited to drive his car Tol 
into the factory service station four store: 
times each year, or every 3,000 miles, 00,0 
for complete mechanical diagnosis 16.6 | 
without charge. The plan has already the p 
been tested in Indianapolis and Cin-  $11,0: 
cinnati. per ¢ 

The diagnosis, as outlined in a » total 
folder, sent with a letter as the first ~ Mo 
of the mail series, consists of four duet 
independent steps: _ indie 

“First, we examine and report on decli! 
the condition of the steering system, were 
making the test on the new scien- _ |evel; 
tific ‘Steer-o-Master.’ Second, we In 
analyze and ‘X-Ray’ the motor and publi 
electrical system with a new ma- food 
chine specially developed for Pack- stand 
ard. Third, we test the retarding the 1 
power of brakes on the Dynamic and 
Cowdrey Tester. Fourth, we examine pare¢ 
the vital underneath units of the —§ 000,0 
chassis.” 

No High Pressure 

“The thought may occur to you,” Of 
the folder says, “if this service is 33% 
free—if no charge is made for such CC0l 
a complete examination—-there must main 
be a string tied to the offer some ‘tore 
place. creas 

“You have the assurance of the 8 15 
Packard Motor Car Company that | depe! 
such is not the case—in fact no Per ¢ 
effort will be made to try to ‘sell’ Th 
you repair work. If the examination €¢2Ce 
discloses that certain adjustments, 932, 
replacements or repairs are neces- Pend 
sary, we will sincerely advise you 53,50 
accordingly.” rema 

At the conclusion of the examina- 1ass 
tion the owner will be given a chart 4nd 
containing a detailed report of the Th 
results of the inspection. ; aire 

The recent trend of car owners to Cert 
seek cut rates at independent port 
garages has been a source of con- Part 
cern to factory operated and factory ™ad 
authorized service stations. Other Veal 
manufacturers are known to be tion 
planning campaigns in their service /€Vél 
stations’ behalf. General Motors’ 
plan for free greasings to owners of Re 
Buicks, Oldsmobiles and Pontiacs, I 
however, has been abandoned. hov 

butt 

. ceed 
Topping and Lloyd tion: 
Launch New Agency = 

Topping & Lloyd, Inc., a new gen- r~ 
eral agency, has taken offices at 485 
Madison Ave., New York. capi 

Lawrence M. Lloyd, president, and UP,! 
Charles F. Piesch, vice-president, givil 
were formerly connected with Len- chan 
nen & Mitchell, Inc. “ay 

Daniel Ried Topping, who has had tren, 
both agency and banking experience, con. 
is vice-president and treasurer, and 1930 
Henry John Griffin, formerly of H. . 

W. Kastor & Sons and the J. Walter .-“5 
Thompson Company, will be in TePpo 
charge of production. tion, 

——_—_- of a 
Breslin Is Shifted om 


. . . a 
in Moon Organization yea; 
With the closing of its Troy, N. Y., ° 
office March 1, the Byron G. Moon ‘j 
Company has transferred William 
W. Breslin, vice-president and for- 
mer Troy manager, to New York. 
He will be in charge of space buy- 
ing and also continue as an account 
executive. 


Shoe Chain Appoints 


Miles Shoes, Inc., operator of a 


chain of 51 retail stores in New York 
and New Jersey, has placed its ad- © 
vertising with Ralph Rossier, Inc., 


New York. 
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RETAIL TONNAGE 
OF FOOD DROPS 
FOR FIRST TIME 


But Oranges, Milk, Butter 
Register Gains 


New York, March 8.—For the 
first time in history, food tonnage 
sold through retail stores dropped 
in 1932, the annual retail food and 
grocery survey of The Progressive 
Grocer reveals. Much of the tonnage 
decline may be attributed to the trend 
of population from urban to rural 
areas which has been noticeable re- 
cently, according to the publication. 

Total retail sales through food 
stores during the year were $9,192,- 
000,000, the survey says, a loss of 
16.6 per cent in dollar volume from 
the previous year, when sales totaled 
$11,025,000,000; and a loss of 28.2 
per cent compared with 1929, when 
total sales were $12,810,000,000. 

Most if not all of this decline is 
due to falling prices, the survey says, 
indicating that retail prices in 1932 


- declined 15.8 per cent under 1931, and 


f the - 


you,” 
ice is 
* such 
- must 
some 


f the 


r that - 


ct no 
. ‘sell’ 
nation 
ments, 
neces- 
e you 


umina- 
chart 
of the 


ers to 
dent 
f con- 
actory 
Other 
to =«Clbe 
ervice 
[otors’ 
ers of 
ntiacs, 


ce buy- 
iccount 


its 


r of a 
w York 


were off 34.8 per cent from the 1929 
levels. 

In addition to these food sales the 
publication estimates retail sales of 
food through restaurants, hotels, road 
stands, etc., at $5,600,000,000, making 
the total 1932 expenditure for food 
and foodstuffs $14,792,000,000, com- 
pared with approximately $20,000,- 
000,000 in 1929. 


Chains Sell One-Third 


Of the food and grocery store sales, 
331% per cent are said to have been 
accounted for by chain stores, the re- 
mainder by independents. Chain 
store sales are estimated to have de- 
creased, in dollar volume, an average 
of 15.5 per cent during 1932, with in- 
dependent store sales dropping 17.8 
per cent. 

The survey accounts for the exist- 


ence of 606,100 retail food outlets in 


_.Was 831 gallons.” 


.clude meats and oranges. 


1932, of which 545,000 were inde- 
pendent food and grocery outlets; 
53,500 were chain grocery outlets, the 
remainder being chain stores not 
classified as groceries, such as dairy 
and poultry stores, bakeries, etc. 
That advertising may have a very 


‘direct effect in holding up sales of 


certain foodstuffs is implied in a re- 
port of Foodstuffs Division, U. S. De- 
partment of Commerce, which was 
made public recently, and which re- 
veals that milk and butter consump- 
tion has actually increased over 1929 
levels. 


Milk, Butter, Oranges Up 


“Data collected by the Division 
show that per capita consumption of 
butter and milk during 1931 has ex- 
ceeded that of 1929 and that indica- 
tions are that 1932 will show little 
change from the previous year,” this 
report says. 

“Despite the depression, the per 
capita consumption of butter went 
up, reaching 17.92 pounds in 1931 and 
giving no indication of material 
change for 1932. 

“The figures on milk paralleled the 
trend in butter. In 1929 per capita 
consumption was 810 gallons. In 
1930 it was 816 gallons and in 1931 it 
Significantly, the 
report adds, “The greater consump- 
tion, it is believed, is a continuation 


of an upward trend which has been 


stimulated by educational programs 


‘and also, especially in the last few 


years, by price.” 
Other commodities which showed 


“increased consumption in 1931, with 


1932 indicated as holding steady, in- 
The per 
capita consumption of the latter in- 
creased by approximately nine pounds 
in 1932 as compared with 1929, each 


“Person accounting for 25.6 pounds in 


1932. This would mean that the 
average person consumed about 27 
‘More oranges in 1932 than in 1929. 
On the other hand, the per capita 
consumption of wheat flour in 1932, 
amounting to 152 pounds, was the 


lowest in many years, and compares 
with a per capita figure of 175 pounds 
in 1929. “Whether this signifies a 
corresponding reduction in the na- 
tion’s bread consumption is open to 
doubt,” the report says, because fig- 
ures on smaller mills, which are be- 
lieved to have grown considerably, 
have not been available since 1929. 


Beech-Nut Invades 
Baby Food Field 


Beech-Nut Packing Company, Cana- 
joharie, N. Y., is securing distribu- 
tion for a complete line of baby 
foods, including cereals, strained 
fruits and vegetables. 

For the present, advertising is be- 


Study Newspaper 
Typography April 15 

The third exhibition of newspaper 
typography, sponsored by N. W. Ayer 
& Son, Philadelphia, will start April 
15, running until June. Eight, in- 
stead of five, certificates of honorable 
mention will be awarded. 

Judges are Fred W. Kennedy, man- 
ager, Washington Press Association; 
Marlen Pew, Editor & Publisher, and 
Francis H. Sisson, vice-president, 
Guaranty Trust Company, New York. 


To Aid Construction 
Associated Building Trades of 
Omaha, Neb., have contracted for 
30-inch space to be run twice weekly 
in Omaha Bee-News for a year, in an 


Carburetion Appoints 


Advertising of Rogers Carburetors, 
product of Carburetion, Inc., Cleve- 
land, O., has been placed with Clark- 
McDaniel-Fisher & Spelman, Inc., 
Cleveland. Business papers and direct 
mail will be used. 


Advertise Crabmeat 
Advertising of Alaska Ice Pak 
Crabmeat has been placed with the 
San Francisco office of Emil Bri- 
sacher & Staff. Western newspapers 
will be used. 


Mrs. H. T. Chapin Dies 


Mrs. Harriet T. Chapin, for many 
years advertising manager of First 


Newspapers Liked by 
Furniture Retailers 


Newspapers were the most popular 
advertising medium among furniture 
dealers in 1932, according to a study 
by the Department of Commerce. 
Direct mail, outdoor and radio fol- 
lowed in the order given. 

All of the dealers interviewed used 
some newspaper advertising, 86 per 
cent of the appropriation going into 
this medium. 


Lokensgard in New Post 

M. O. Lokensgard, who has been 
connected with McGraw-Hill Pub- 
lishing Company, New York, in vari- 
ous capacities since 1915, has joined 


ing confined to the medical profes- 
sion. 


i the city. 


effort to encourage new building in 


Feb. 28. 


National Bank, Cranford, N. J., died 


Franklin Printing Company, Phila- 
delphia, in charge of sales. 
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IHREE PEOPLE were rolled into one to 
make Mrs. William Keene Thompson, of 
Brookline, Mass. 

One of these is Eleanor Thompson, born a 
Beardsley and bred at Dana Hall. A good 
sport, romantic, young and adventurous. She 
just won’t grow up—that’s one reason why 
her friends cherish her. 

Another is the wife of Bill Thompson, Tech 
graduate in the class of ’17, and the mother of 
his son, Bill junior. A smart housekeeper and 
a thoughtful mother. 

Still another is Eve, herself. Her life is spent 
in front of the mirror, in the smart shops, and 
at her hairdresser’s. People who know only 
this side of Mrs. Thompson might think her 
vain. Not so. For ¢his Mrs. Thompson is 
uppermost only a third of the time. 

Three people. Three separate, distinct in- 
dividuals rolled into one, and never two of 
them dominant at the same time. : 

That’s Mrs. Thompson. And that’s ever 
married woman in the land. Every woman 
has three basic interests, each distinct from 
the other. These basic interests are Romance, 
Her Home, Herself. 

Alone among women’s magazines, the new 
McCall’s now recognizes this fact, and the 
necessity for meeting it in an orderly and 
logical way. That is why McCall’s, in a 


brilliant new make-up, now arranges its con- 
tents according to these three main interests 
of a woman’s life. 

The new McCall’s is in reality three maga- 
zines in one. To meet woman’s need for recre- 
ation and romance, McCall’s has given her 
first a magazine of Fiction and News. Then 
comes a second four-color cover to mark the 
beginning of a magazine which meets her 
domestic moods and intensifies them — 
McCall’s Homemaking. Then, to satisfy her 
interest in her personal appearance, behind 


its own four-color cover comes McCall’s Style 
and Beauty. All three, bound together as a 
unit, make up the new McCall’s. 

And what about Advertising? The new 
McCall’s now offers to all advertisers the op- 
portunity of a similarly appropriate arrange- 
ment, one which is to the mutual advantage 
of its readers and its sponsors. True to the 
principle of “related selling” so effectively 
used by modern department stores, like 
things are grouped with like. There need be 
no fear of saying the right thing to the right 
woman at the wrong time. 

Radical? Only in the sense that it has never 
been done before. But you may be sure that 
we did not remake McCall’s this way before 
we knew from experience that only such a 
magazine of triple aspect could bring the 
greatest help to the triple lives that modern 
women lead. And after the first new issue 
went on sale, an unprecedented increase in 
letters from the women on McCall Street told 
us how right we were. McCall’s Magazine, 
230 Park Avenue, New York City. 


The New 
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NEW PRICE CUTS 
ON CIGARETTES 
EXPECTED SOON 


Spud Drops to 15 cents; 
Target Gives More 


New York, March 9.—With a 
further cut of 50 cents per thousand 
cigarettes said to be under considera- 
tion here by the Big Four cigarette 
makers, and with brands which have 
heretofore disdained entering the 
price conflict now jumping in with 
both feet, the tobacco war went mer- 
rily on this week, little hampered by 
the banking holiday. 

Tobacconists who had looked for- 
ward to announcements of still lower 
wholesale prices on the part of the 
ten-cent brands because of the re- 
ductions by the so-called standard 
brands were disappointed, makers 
of the cheaper brands holding their 
prices on a firm level, the implica- 
tion being that the present price 


allows so little leeway to the manu- 
facturer that further reductions are 
impossible. 

Brown & Williamson Tobacco Cor- 
poration, Louisville, maker of Wings, 
the largest selling ten-center, moved 
to protect the market for Target, its 
roll-your-own tobacco, with large 
space newspaper copy announcing 
that its ten-cent package now con- 
tains 25 per cent more tobacco. 

“Four cigarettes for one cent, now 
that Target gives you 25 per cent 
more tobacco in the new bigger pack- 
age, and you will roll at least 40 
cigarettes for ten cents,” copy an- 
nounces. 

“Value? Say, just try and beat it! 
Target brings you the same blend of 
tobacco that the best ready-mades 
use. So each time you roll up a 
fresh cigarette you are sure of get- 
ting a better-tasting smoke than any 
ready-made cigarette,” the advertise- 
ment asserts. 


Spuds Jump In 


Piedmont cigarettes, produced by 
Liggett & Myers, which have been 
almost forgotten in metropolitan 
areas but which still enjoy much 
popularity in certain sections, have 
joined the group of former 15-centers 
now wholesaling for $5.50 a thou- 
sand, while Lord Salisbury and 
Fatimas, usually selling at from 18 
to 20 cents, have inaugurated deals 


PREVENTS SPOILAGE 


United States Envelope Company 
has introduced this package of six 
large cellophane envelopes for use 
in keeping foods fresh, preventing 
interchange of odors, etc. The pack- 
age, cut away to show the bags, and 
containing pictures of foodstuffs 
wrapped in cellophane, provides an 
effective display. 


which cut the cost to the retailer 
below the usual level. 
Recognizing an opportunity to pre- 


empt a market long dominated by 


the Big Four, Axton-Fisher Tobacco 
Company, maker of the ten-cent 
Wings, announced a reduction in the 
retail price of Spuds, its former 
20-cent advertised brand, to 15 cents 
this week. Because magazine copy 
could not be caught to make the cor- 
rection, the company was in the 
strange position this week of an- 
nouncing the reduction in newspaper 
space, while national magazines ap- 
pearing on the stands quoted the old 
figure of “20 for 20 cents.” 

While A & P stores in the Chi- 
cago area withdrew their ten-cent 
straight price on all standard fifteen- 
cent brands, making the price two 
for 25 cents, American Stores Com- 
pany, Philadelphia, operating 2,977 
stores in the eastern states, dropped 
the price of their private ten-cent 
brand, Gems, to nine cents a package 
or 89 cents a carton. 


Lucky Strike Cuts 


Although publication space sales- 
men continue to view the price war 
with alarm, believing that the lower 
prices go the less advertising may be 
expected, radio networks show even 
more concern, since the cigarette 
manufacturers have been among the 
largest users of radio time. 

Most disconcerting to the National 
Broadcasting Company is the report 
that the American Tobacco Com- 
pany, after making the first cut in 
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Py put it to work: on your sales force 


More than 80% of telephone subscribers use the classified 
directory for help in buying. A reason why “WHERE 
TO BUY IT” dealer identification service gets results. 


The classified tele 
of the nation, ready 
consumer surveys, ¢ 


that better than 80% 


phone book rests at the left elbow 
for instant reference. Bell System 
overing over 80 communities, show 
of telephone subscribers use it as a 


buying guide—in some communities as high as 90%. 
This fact should be carefully noted by everyone who 


has something to sell. For, here is an accepted, well- 


known medium through which you can direct consum- 
ers to your authorized local dealers. 


How It Works 


The classified telephone book is the medium; Trade 
Mark Service (popularly known as “ Where to Buy It”) 
is the method. Trade Mark Service provides for the 
listing of your authorized, accredited dealers under your 
own trade mark—see examples below. These listings 
appear in all towns where your distribution warrants. 


© followi s 
arison desien torizea Strom. 


“WHERE TO BUYy IT” 


AUTHO 


“There is n 
berg-Carison.” "f eo 


rs before you buy. 


RIZED DEALERS 


“Where to Buy It” checks substitution and increases 
sales; improves dealer-manufacturer relationships; 
makes advertising results more certain; avoids “service 
difficulties” by directing consumers to authorized ser- 


vice stations. 


Some Users of the Service 


One evidence of the effectiveness of “Where to Buy 
It” is the names of manufacturers now using it. For 
instance: Stromberg-Carlson and Multigraph have each 
used it for four years; Toledo and Raybestos for three. 
Others include: Goodrich, Buick, Jeddo-Highland. 

Full information furnished on request. Communicate 
with Trade Mark Service Manager, American Telephone 
and Telegraph Company; New York address, ‘ @ 


195 Broadway (EXchange 3-9800); Chicago ad- | 
dress, 311 W. Washington St. (OFFicial 9300). 


World 
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four years in its radio advertising 
this month, will shortly discontinue 
its Tuesday program, remaining on — 
the air only for the Thursday eve- 
ning program featuring Jack Pearl. 
At the time the price reductions 
were made, Lucky Strikes were re- 
ceiving the support of regular hour- 
length broadcasts on Tuesday, Thurs- 
day and Saturday evenings. When 
the necessity for retrenchment be- 
came apparent, a check of the broad- 
casts was made with the idea of re- 
taining the most popular one. Now 
the news has gone out that Mr. Pearl 
is the winner. 

Columbia Broadcasting System is 
even more concerned over the fact 
that stars on the Liggett & Myers 
Tobacco Company’s six 15-minute 
programs a week have announced 
that they will be available for other 
engagements or vacation trips after 
April 15. The company’s schedule of 
radio advertising has been running 
since January, 1932, but when con- 
tracts were renewed the first of this 
year for 1933, cancellation clauses 
were inserted. 

P. Lorillard Company, manufac- 
turer of Old Golds, proceeded cau- 
tiously when returning to the air 
Feb. 1, committing itself only to one 
half-hour a week for 13 weeks over 
the Columbia hook-up. The com- 
pany has not indicated what its 
course will be when the contract ex- 
pires, and the broadcasters are hop- 
ing the modest effort will not prove 
too great a strain. 

R. J. Reynolds Tobacco Company 
has been off the air since May, 1932, 
and it was confidently believed by 
the broadcasters that radio would be 
included when the use of newspapers 
was aggressively resumed in Janu- 
ary of this year. That the company . 
has since announced no plans for 
radio is construed by some to mean 
that the manufacturer of Camels 
has been compelled by the shrinkage 
in the contents of the war chest to. 
forego this medium during the cur- 
rent campaign in magazines and 
newspapers. 


R. B. Waters, Versatile 


Newspaper Man, Dead 


Robert B. Waters, 65, identified 
throughout most of his career with 
up-state mewspapers, died at his 
home in Albany March 1. 

After 34 years with the Troy, N. Y., 
Times, which he joined as a boy, he | 
became manager, advancing through 
practically every editorial, advertis- - 
ing and production position. He 
served a four-year term as Assembly- 
— from Albany County, retiring in 


Seek to Prevent 


News Broadcasting 


The Associated Press has filed suit 
against Sioux Falls Broadcasting As- 
sociation, Sioux Falls, S. D., operat-! 
ing Radio Station KSOO, seeking an 
injunction to prevent it from broad- 
casting news. 

The suit is the first on record and 
will determine the legal right of a 
news-gathering organization to pre 


patches. 


Mouth Wash Added 


to Dr. Lyons Line 


R. L. Watkins Company, New 
York, will shortly introduce Dr. 
Lyon’s Astringent Mouth Wash as @ 
running mate for Dr. Lyon’s Tooth 
Powder, Watkins Mulsified Cocoanut 
Oil Shampoo, Glostora and Liquid 
Arvon. 

Radio advertising will support the 
new product. 


Talks on Advertising 


Davenport, Ia., Advertisers’ Club is 
sponsoring a series of talks over 
WOC on the value of advertising. 
The first talk was given by E. A. 
Simmons, managing director of M. 
L. Parker Company, local depart- 
ment store. 


Fielding in England 
Michael Fielding, publicity expert 
for Roche, Williams & Cunnyngham, 
Chicago, is spending a month in 
England, his native country. He was 
called back in connection with the 

settlement of his mother’s estate. 


Takes Advertising 
Progress Magazine, Springfield, Ill. 
which has heretofore not accepted 
advertising, will do so effective with 
the April, 1933, issue. 
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POSTUM DIRECTS 


FIRE ON COFFEE 
DRINKING YOUTH 


New York, March 8.—With what 
is believed to be one of the few 
campaigns definitely aimed at gain- 
ing the child market for a coffee 
substitute, General Foods Corpora- 
tion is using full pages in a long 
list of national magazines to con- 
vince parents that “coffee and poor 
marks so often go hand in hand,” 
while Postum is the ideal substitute. 

Magazine copy, dramatically illus- 
trated with a large photograph of a 
schoolroom occupied only by the 
teacher and one harassed pupil, as- 
serts that “held back by coffee . . 
this boy never had a fair chance.” 

“*4 dunce’ they call him ‘a 
sluggard’ they say,” the text reports. 
“But science lifts a hand in his be- 
half and says ‘You’re wrong!’ 

“Pin the blame on the real cul- 
prit . . pin the blame on coffee. 
Yes—coffee! For thousands of par- 
ents are giving their children coffee, 
and coffee harms children mentally 
—and physically!” 

“Studies made by responsible in- 
stitutions among America’s school 
children not only disclosed the fact 
that an alarming number of these 
children of grade and high-school 
age drink coffee,” the copy continues, 
“but that children who drink coffee 
get poorer marks than those who 
do not drink it. 


Quotes Results of Surveys 


“A survey conducted by a world 
famous research institution among 
80,000 school children proved con- 
clusively that those drinking coffee 
were harmed mentally as well as 
physically. Less than 16 per cent 
of those who drank coffee attained 
«good marks! Over 45 per cent of 
those who did not drink coffee, ate 
tained good marks. 

“Another survey, conducted among 
large groups of undernourished chil- 
dren, brought to light this fact—over 
85 per cent of the under-nourished 
children received coffee once or more 


. daily.” 


Copy in the American Weekly pre- 
much the same arguments, 
except that the tragic spectacle of 
the coffee-drinking youngster who 
was kept after school was eliminated 
in favor of a group of happy chil- 
dren, presumably drinkers of Pos- 


, tum, showing their bright spirits in 


_ broad- 


ord and 
ht of a 
to pre 
its dis- 


the classroom in contrast to a lacka- 
daisical youngster who doesn’t know 
the answer to the teacher’s question. 

The case against coffee drinking 
by children is fortified in this case 
by direct quotations from authorities 
of no less importance than the White 
House Conference of Child Health 
and Protection and the Brazilian- 
American Coffee Promotion Commit- 
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Extracted from a “Report of an In- 
vestigation of Coffee” by the latter 
is this statement: 

“We are opposed to giving coffee 
to children and adolescents because 
as a class their protoplasmic struc- 
tures are young and in a high state 
of irritability . . . Coffee... may, 
by temporarily satisfying the appe- 
tite, prevent the sufficient use of 
nourishing tissue-building foods to 
meet the requirements of normal 
growth.” 


Outdoor Group Elects 


L. M. Price, Nashville, was re- 
elected president of Outdoor Adver- 
tising Association of Tennessee at 
the annual meeting in Jackson. O. S. 
Cannon, Murfreesboro, was named 
vice-president; J. E. Cassady, Knox- 
ville, secretary; and T. F. Stoops, 
Chattanooga, treasurer. Next year’s 
meeting will be held in Nashville. 


Bernfeld Is Agent 


M. W. Bernfeld, formerly buyer of 
printing and in charge of advertising 
of L. Sonneborn Sons, Inc., New 


York, has formed M. W. Bernfeld 
Associates, to engage in printing and 
direct mail advertising. Offices are 
jat 507 Fifth Ave., New York. 


Richfield Oil Copy 


Guarantees Results 


Richfield Oil Company of Cali- 
fornia is using impressive space in 
west coast dailies, some in color, 
featuring a guarantee that its Hi- 
Octane gasoline will give motorists 
at least one more mile per gallon 
than any other gasoline sold on the 
Pacific coast. 

The guarantee is made doubly im- 
pressive by insurance with the Na- 
tional Surety Company. H. C. Bern- 
sten, Los Angeles agency, is in 
charge. 


Stroble Joins Service 


George Stroble, formerly with 
Wayne Colorplate Company, Detroit, 
has joined the sales staff of Service 
Engraving Company, Detroit. 


Samuel Stein, 
Paris Garter 


Head, Is Dead 


Chicago, March 9.—Samuel M. 
Stein, president of A. Stein & Co., 
makers of Paris Garters, suspenders 
and other accessories, died suddenly 
in Los Angeles yesterday, as the re- 
sult of a heart attack. He was 60 
years old. 

Coming to America from Germany 
as a youth, he associated himself 
with his brothers Albert, Ernest and 
Sigmund, the present company be- 
ing founded in 1887. Sigmund, the 


only brother who survives him, is 
vice-president of the company, with 
headquarters in New York. 

Through long and successful ex- 
perience in the field of selling, Mr. 
Stein never lost the “selling slant” 
in his executive capacity, while his 
great confidence in the value of ad- 
vertising was perhaps best attested 
when the company announced an in- 
crease of 50 per cent in its appropri- 
ation for Paris garter advertising 
during 1933. 


Increased Advertising 


In addition to his brother, Mr. 
Stein is survived by his widow, his 
son and a daughter. He was inti- 
mately connected with a number of 
welfare and social organizations in 
Chicago. 


Detroit Prepares 


for Federation 


Women’s Advertising Club of De- 
troit will co-operate with Grand 
Rapids in acting as hostesses to the 
June convention of Advertising Fed- 
eration of America. 

Christine Dawson, ex-president of 
the Detroit club, headed a delegation 
which went to Grand Rapids to look 
over the scene of the meeting. 


Wible’s Duties Enlarged 

With the combining of the com- 
mercial cooking and commercial re- 
frigeration divisions of Westinghouse 
Electric & Mfg. Company, H. M. 
Wible, who has heretofore been man- 
ager of the commercial cooking di- 
vision, has been placed in charge of 


the new unit. 
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‘OLD-FASHIONED’ 
COPY WORKS FOR 
MAPLEINE SYRUP 


Seattle, Wash., March 8.—Illustrat- 
ing the desirability of sticking to 
straight-forward and simple advertis- 
ing copy themes, the Crescent Manu- 
facturing Company launched its most 
successful advertising campaign in 
history by reverting to the basic 
“first principles” that were used in 
introducing its product, Mapleine, 28 
years ago to the national market. 
Sampling and an economy appeal 
were used. 

Advertisements in 29 national 
magazines in the United States and 
Canada introduced the idea of syrup 
making to millions of homes. The 
free offer of sufficient Mapleine to 
make two full pints of Mapleine 
Syrup at a cost of seven cents a pint 
resulted in a flood of twenty thou- 
sand inquiries a month—continu- 
ously month after month—from in- 
terested housewives. 

The Mapleine sample was designed 


to be absolutely fool-proof. Mapleine 
being a concentrate, housewives 
sometimes use too much in flavoring 
syrup, rather than too little. For 
this reason, the sample bottle was 
designed to contain exactly one tea- 
spoon of Mapleine—just sufficient to 
make two pints of syrup with one 
operation. 


A follow-up high spot survey con- 
ducted in all parts of the country 
among housewives who received the 
free samples, showed that the sam- 
ples were accepted and used to com- 
plete satisfaction. 

An additional sales stimulating fea- 
ture is a special coupon in the sam- 
ple container which entitles the re- 
cipient to a large Mapleine cook book 
if it is mailed with a carton top from 
a regular bottle purchased from the 
grocer. Recipe book requests from 
this coupon are equal to the requests 
received from a similar coupon con- 
tained in all regular package cartons. 


The attention value of the small 
advertisements has been proved by 
the inquiry costs—averaging 11 cents 
each and running as low as 5 cents. 
This is the lowest cost in Mapleine 
history and has set what is believed 
to be a record on the cost of maga- 
zine inquiries for a food product of 
this type. 


The company expects a steady in- 


USES NEW PROCESS FOR ADDING VITAMINS 


Sales of Fischer Baking Company, Newark, N. J., said to be the third 
largest independent bakery in the country, have jumped 15 per cent 


+ aga 


introduction of this Vitamin "D" bread. The bakery uses 


the Zucker-Columbia University process for adding the vitamins. 


crease in sales through the coming 
year and has planned increased ad- 
vertising activity accordingly. The 
Seattle office of Erwin, Wasey & Co. 
is in charge. 


Have you heard about 


OREGONIAN 
Saturday Morning 


00d Pages ? 


—An Important Advertising Development 


—Obsoletes Friday Market Pages + + + + 


6¢ E who laughs last, laughs best” — 
and it’s a well known fact that the 

last word before the jury is the best 
word of all. In Portland, Oregon, for 
example, the last word for food ad- 


vertisers to the jury 


housewives is the Satur- 
day Morning Oregonian. 


Fortunes are made 


anticipating trends. The 
trend in food advertising 
in Portland, is from Fri- 
day evening to’ Saturday 


morning. 


of 


More than 100,000 women 
wrote or phoned to Ore- 
gonian home economics 
editor, Jeannette Cramer, 
last year—more than 300 a 
day—more, we believe, 
than ever communicated 
with the home economics 
editor of any other news- 
paper of the 100,000 daily, 
150,000 Sunday class. (Ac- 
tual circulation Daily— 
101,948, Sunday—161,460.) 


in 


A typical case: 
*Oregonian, Sat., Feb. 11, gain 208 in. 
*Eve. Paper, Fri., Feb. 10, oss 1111 in. 
*Comparison with same day a year ago. 
The Oregonian can do more for food 
advertisers in assisting in 
distribution, in merchan- 
dising, in store display, 
in home economics work 
and weekly cooking 
schools, than can any 
other Portland newspaper. 
Ask us for proof! 


Che Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


* National Representatives, VERREE & CONKLIN, INC. 
New York ... Chicago ... Detroit... San Francisco 


AMERICA’S 


G 82 2 A FT 


NEWSPAPER S 


‘Coming — 
Conventions 


May 20. Annual meeting Advertis- 
ing Affiliation, Niagara Falls, Ont. 

June 18-21. Annual meeting, Pa- 
cific Advertising Clubs Association, 
Sacramento, Cal. 


June 25-30. Annual meeting, Ad- 


vertising Federation of America, 
Grand Rapids, Mich. 
June 26-28. National Industrial 


Advertisers Association, Chicago. 


Sept. 11-14. Financial Advertisers 
Association, New York. 
July 9-10. Annual meeting, Ad- 


vertising Distributors of America, St. 
Louis. 

July 11-18. Exclusive Distributors’ 
Association annual meeting, Indian- 
apolis, Ind. 


Sept. 24-26. Mail Advertising Serv- 
ice Association, Chicago. 


Sept. 25-27. Insurance Advertising 
Conference, Chicago. 

Sept. 27-29. Direct Mail Advertis- 
ing Association, Chicago. 

Oct. 8-10. First District, Advertis- 
ing Federation of America, Worces- 
ter, Mass. 


Dorothy Cocks te 
Join Lehn & Fink 


Dorothy Cocks, beauty editor, La- 
dies’ Home Journal, will succeed 
Louise Westing, resigned, as adver- 
tising and merchandising manager of 
Lehn & Fink Products Company, 
New York, starting work March 20 
on her return from a vacation cruise 
of the West Indies. 

Miss Cocks will continue in her 
editorial connection. She has pre- 
pared for the new dual role by serv- 
ing for the past three years as a mer- 
chandising consultant in the cos- 
metic field. 


Urges Ben af Grain 
Alcohol in Fuel 


E. B. Reeser, president of the 
Barnsdall Corporation, petroleum 
products, is urging that gasoline con- 
tain ten per cent grain alcohol as a 
means of lessening the difficulties of 
farmers. 

Unless some such step is taken, he 
says, the oil industry can look for- 
ward to almost complete loss of the 
farm market, since farmers are find- 
ing it necessary to abandon motor 
vehicles in favor of horse-drawn 
equipment. 


Joins “Buffalo Times” 


Paul E. Schramm, prominent de- 
partment store merchandising exec- 
utive, has been appointed sales pro- 
motion manager of the Buffalo 
Times. 


Dailies in Merger 
Pottstown, Pa., News and Mercury 
have merged as Mercury and News, 
published evenings except Sunday. 


Names Simpson-Reilly 
Management Methods, New York, 


has appointed Simpson-Reilly as Pa- 
cific coast representative. 


ca 
| 


PISTON TESTING ‘Gl 
DEVICE OFFERED | 
TO REPAIR MEN 


Hastings, Mich., March 9.—Believ- ‘Ph 
ing that the greatest difficulty to | 
overcome in the sale of piston rings 
by repair shops is that of convince. 
ing the customers that the old ones 


are not operating efficiently, Hast- 


Nev 
ings Manufacturing Company is sup- wimie 
plying dealers with compression test- oo yse, 
ers free. ers in 

Pointing out that manufacturers come 
have in the past left the actual sale by Mi 
of piston rings to the repair shop, of Ph 
Van Auken-Ragland, Inc., the com- “101 
pany’s agency, asserts that the whole from 
trend of the repair industry has been F. J. 
toward more scientific methods of sociat 
determining motor troubles. ine. 

“The 1933 Hastings sales and ad- to the 
vertising plan capitalizes on this sit- $o col 
uation,” the agency says. “It pro- intere 
vides the repair shop with the com- quireé 
pression tester—an instrument with 4» 
which free compression tests can be “wi 
made. avows 

“Free tests have proven to be the prote 
most successful method used by re- Satur 
pair shops to sell repair jobs of discu: 
every description to car owners. We ing t 
believe free compression tests will possil 
be as successful in increasing the techn 
sale of piston rings for the repair snoth 
shop as free brake tests, free spark Lat 
plug inspections, etc., have proven nis he 
in their fields.” conta’ 

Provides Free Mailings fraud 

To back up the new device the drug 
company is providing postage-paid 
mailings for dealers, as well as for “10 
jobbers, the company paying the porte 
postage on mailings of this kind be- York 
cause it has found that the added cost autho 
of postage is the greatest factor in cess ' 
influencing repair shops not to use hope 
promotion material which is fur In 
nished to them. Physi 

In addition, retailers are being point 
supplied with newspaper mats, Wil- peaso 
dew displays, and other point of pur gep)j, 
chase material, all of which features jyp g 
a new slogan, “A parts guarantee is too § 
only one-third protection.” The point gpeuy 
made is that the Hastings guarantee from 
protects the owner against labor re ang 
placement cost as well as the cost ponae 
of the parts. ‘He 

The compression tester plan is “CX 
being aggressively merchandised to jp, | 
the trade with two-color pages in jure 
the leading automotive trade jour jt jg 
nals, and with an extensive direct 4p ) . 
mail drive directed to both jobbers  gooqs 
and repair shops. genet 

eerseere—e ala 
Gas Range Campaign rani 
Sure to Go Ahead zair 

Following a conference with John ‘0 in 
Fry, vice-president, Detroit Michigan {vod 
Stove Company, and others interested cooke 
in the cooperative merchandising and “Ni 
advertising campaign of the gas more 
range manufacturers, it has been an- up te 
nounced that while plans for adver- drug 
tising have been temporarily held up 
because of general conditions, launch- nore 
ing of the cooperative effort is as- enfor 
sured. in pr 

Members of Mr. Fry’s committee the 
and gas range manufacturers gener: thing 
ally are more optimistic and enthusi- there 
astic about the plan than ever before, impo 
according to L. M. Barton, managing ough 
director, Major Market Newspapers. : 
Films Find Favor With Age 

Industrial Advertisers _,, 

A survey based on 2,000 question its n 
naires to industrial advertisers has istra 
just been issued by National Indus- ress, 
trial Advertisers Association, 537 S._ invit 
Dearborn St., Chicago, which is sup- Aft 
plying copies for 50 cents. will 

All users of sound films reported and 
that their film activities proved suc: hibit 
cessful, according to the report, 
which contains valuable data of in- 
terest to advertisers contemplating 
the use of this medium. Th 

Gadatiinomnienctabani has ] 
ing 
New Nashua Agency State 

Nashua Manufacturing Company, '‘#i 
Boston, has appointed Lavin & Co.,_ Plies 
Boston agency to advertise Indian nage 
Head Fabrics, Nashua Blankets and — 


Dwight Anchor Sheets. 
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“GUINEA PIGS’ 


CALLED DANGER 
TO ADVERTISING 


“Physical Culture’ Replies 
to New Book 


New York, March 9.—‘‘100,000,000 
Guinea Pigs,” a book which has 
eaused concern to national advertis- 
ers in the food and drug fields, will 
come in for some pointed comment 
by Milo Hastings in the June issue 
of Physical Culture. 

“100,000,000 Guinea Pigs” came 
from the pens of Arthur Kallet and 
F. J. Schlink, both of whom are as- 
sociated with Consumers’ Research, 
Inc. This organization is dedicated 
to the proposition that advertising is 
so confusing to the reader that a dis- 
interested outside association is re- 
quired to advise him or her which 
of many products is really best. 

“While Consumers’ Research dis- 
avows profit motives in its efforts to 
protect American buyers,” said The 
Saturday Review of Literature, in 
discussing the new book, “it is try- 
ing to secure aS many members as 
possible and it is but natural for its 
technicians to disparage the work of 
another agency in the same field.” 

Later, however, the reviewer stated 
his belief that “nevertheless, the book 
eontains many valuable exposures of 


fraudulently advertised food and 
drug products.” 
Becomes Best Seller 
“100,000,000 Guinea Pigs’ is re- 


ported the current best seller in New 
York and some other cities and the 
authors plan to follow up this suc- 
cess with a lecture tour which they 
hope will stir up women’s clubs. 

In his forthcoming article in 
Physical Culture, Mr. Hastings will 
point out some of the flaws in the 
reasoning of Messrs. Kallett and 
Schlink with the purpose “of keep- 
ing a lot of people who have been 
ioo gullible in accepting all sales 
arguments of advertised products 
from swinging to the other extreme 
and now believing everything said in 
condemnation of such products.” 

‘He continues: 

“God knows what they say about 
the inadequacy and laxity of the 
pure food law has basis enough and 
it is high time we had another gen- 
eral wave of public interest in pure 
foods such as Dr. Wiley stirred up a 
generation ago. 

“100,000,000 Guinea Pigs’ bids 
fair to stir up something of that sort. 
But it is one thing to shout poison 
against arsenic and something else 
to insist that bran is a dangerous 
food and that dried fruit must be 
cooked to make it digestible. 

“Nothing would please the writer 
more than to see Congress stirred 
up to pass a more modern food and 
drug law and especially to make 
nore liberal appropriations for its 
enforcement. But, as I have observed 
in previous campaigns to purify food, 
the emphasis tends to condemn 
things in food that ought not be 
there to the neglect of the positive 
importance of the elements that 
ought to be there.” 


Agate Club Guest 
of World’s Fair 


The Agate Club, Chicago, will hold 
its monthly luncheon at the Admin- 
istration Building, Century of Prog- 
ress, March 13. Advertising men are 
invited to attend as guests. 

After the luncheon, club members 
will be conducted over the grounds 
py through the buildings and ex- 
hibits. 


Kroger Wins Point 


The supreme court of Michigan 
has held with Kroger Grocery & Bak- 
ing Company against Secretary of 
State Frank D. Fitzgerald, that the 
tetail dealers’ malt tax license ap- 
plies equally to persons, firms or cor- 
Porations, and that it is unnecessary 
to duplicate the license for each of 
the chain’s stores. 


Mills Becomes Rep 


Henry M. Mills, formerly on the 
New York staff of the Quality Three, 
has opened his own office as pub- 
lishers’ representative at 393 Seventh 
Ave., New York. He starts his string 
with Teachers’ Vacation Guide and 
the Journal of the American Insti- 
tute of Homeopathy. 


Carl Reimers Returns 


Carl Reimers, who recently re- 
signed as president of Reimers, 
Whitehill & Sherman, Inc., New 
York advertising firm, has opened 
his own agency at 101 Park Ave., 
New York. 


Would Limit Utilites 


A bill introduced into the Nebraska 
legislature would prohibit appliance 
sales by public utilities. 


Newest Device 
Carves Sound 


On Film Edge 


Chicago, March 9.—A unique 
method of placing sound on film for 
use with portable projectors, is now 
being marketed by Spoor and Ahbe 
Film Corporation, Chicago, using the 
newly developed Spoor-Lindberg pat- 
ents, under which the sound is re- 
corded by actually carving the vibra- 
tions on the knife-edge of the film. 

The new system is said to present 
numerous advantages over others 
now in use, notably in that syn- 
chronization of sound and movement 
is always perfect, that the device is 


simple to operate, and that it can be 
provided with equipment which is 
truly portable, weighing something 
less than 50 pounds complete. 

Mellifleux Corporation, 520 N. 
Michigan Ave., Chicago, of which 
Francis B. Gaffney is president and 
Fred K. Bollman general manager, is 
exclusive distributor for the new 
equipment. 


McCormick Opens 
Model Establishment 


McCormick & Co., Baltimore, will 
open a model store March 14 as a 
means of teaching dealers modern 
methods. 

The store is confined to 20x40 feet, 
about the size of the average grocery. 
Visiting retailers will be told that 
the cost of remodeling is under 
$1,000. 


— | 


Irving Allen Back 
With Kastor Agency 


Irving R. Allen has resigned as 
vice-president of Critchfield & Co., 
Chicago, to return to H. W. Kastor 
& Sons Advertising Agency, Chicago. 
Mr. Allen spent many yeurs with 
Kastor as vice-president and general 
manager. 

H. W. Kastor & Sons will now 
place the advertising of La Salle Ex- 
tension University, Chicago. 


Artists Exhibit 


Several commercial artists are 
exhibiting at Grayling’s Restaurant, 
Chicago, in connection with the Chi- 
cago Lighthouse, which is raising 
funds for the blind. Among those 
whose work is shown are Haddon 
Sundblom, Ernest Klemner and 
Raphael G. Wolff. 
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This is 


no TIME 


for a SELLING holiday 


A bank holiday is no excuse for a moratorium 
on selling to business and industry. Quite the 


contrary ! 


Business and industrial buying 


never were conducted on a cash and carry 
basis ! 


Whether or not salesmen are stranded tempo- 
rarily—whether or not they can make the 
usual number of calls on prospects and cus- 
tomers, advertising is still at your command. 
Advertising knows no holiday. 


McGraw-Hill Publications, edited for business 
and industrial executives, are calling regular- 
ly on the very people you want to reach. 
They are welcome callers, too, sent only to 
people who want to pay forthem. Let them 
carry your message at a cost of between one 
and two cents per ‘‘call’’. 


and selling / 


there’s no moratorium on advertising 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


New York =: 


Boston =: 
Detroit : 


Philadelphia : 
Chicago : 


St. Louis: 


Washington =: 
San Francisco : 


Greenville : 
London 


Cleveland 
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THAT 


| KSTP 


LEADS by ACTUAL 

RESULTS in the 

Twin City Marketing 
Area 


Read this letter from SCOTT HOWE BOWEN, 
National representatives for Broadcasting Sta- 
tions: 

February 16, 1933 
Dear Mr. Billings: 

Your station has done such a magnif- 
icent job on the SOS campaign that | 
thought you would be interested in some 
specific figures. 

First of all, on a schedule of 16 stations, 
all large network affiliated stations, KSTP 
brought in more inquiries enclosing carton 
tops than any other two stations on the 
schedule. 

Secondly, the cost per inquiry on KSTP 
was the lowest on the entire schedule— 
being exactly 50% of the cost of the next 
station. 

It so happened that in the Twin Cities, 
due to a certain local sales problem, two 
stations were used. In every other city 
only one station was used. 

Here are the actual returns from Jan- 
uary 12 to February 2, inclusive: 


Station No. of Ing. Cost per Ing. 
SE OSs seacas 1502 6c 
Station B...... 431 28c 


At less gross cost per week, KSTP 
brought in about 3!/2 times the number 
of inquiries, at less than '/4 the cost per 
inquiry. 

Congratulations! You have done an ex- 
cellent job. 

Sincerely, 
(Signed LAWRENCE FIELD, 
Western Manager 


FOR KSTP INFORMATION ADDRESS: 
EXECUTIVE OFFICES 
Hotel St. Paul, St. Paul Minn.—CEdar 4400 


NEW YORK OFFICE 
Graybar Bldg.—MOhawk 4-4999 


CHICAGO OFFICE: 


Free & Sleininger, Inc. 
180 N. Michigan Ave.—Franklin 6373 


"U.S. RETAIL 


COAL REGULATOR 
DIGS UP LEADS 
FOR OIL BURNER 


G. E Switches Copy Slant 
On Domestic Unit 


New York, March 9.—The Air Con- 
ditioning Department of the General 
Electric Company, which recently 
launched a newspaper campaign on 
a new oil furnace in markets where 
dealerships were established, is now 
concentrating its advertising on the 
Heat Controller, a thermostatic reg- 
ulator for coal furnaces, the change 
of plan being made with the dual pur- 
pose of selling this device and pav- 
ing the way, now or later, for the 
sale of the oil furnace. 

In company with other manufac- 
turers of oil heating equipment, the 
General Electric Company has had to 
contend with the general misunder- 
standing as to the initial cost and 
»perating expense of this type of heat- 
ing equipment, many householders 
having the idea that the cost is pro- 
hibitive so far as they are con- 
cerned. 

While General Electric has no in- 
tention of adding coal furnaces to 
its complete line of air conditioning 
equipment, the addition and promo- 
tion of the Heat Controller has given 
the company a means of uncovering 
owners of coal furnaces who have 
some money to spend and who are 
susceptible to the convenience ap- 
peal. 


Furnishes Leads 


Though the promotion of the Heat 
Controller is in no sense a trick, it 
is apparent that leads for the sale 
of this device, when followed up by 
a salesman who also sells the oil 
furnace, on. which there is a much 
larger commission, are likely to be 
converted into purchases of oil 
furnaces. 

As the down payment for the oil 
furnace is less than the cost of the 
Heat Controller and as the salesman 
is provided with weighty evidence 
to prove that the oil furnace will pay 
for itself in savings from the cost 
of coal, his task is not considered 
particularly difficult. 

If the Heat Controller prospect has 
a one-track mind, the salesman not 
only stands a chance to profit from 
the immediate sale of the coal fur- 
nace accessory but to prepare his 
customer for future relations from 
which may result the sale of an oil 
furnace or some other item of air 
conditioning equipment making up 
the complete line. 

The indirect method of turning up 
oil furnace prospects will probably 
be employed at intervals until it be- 
comes easier to do price advertis- 
ing. At present it is impossible for 
any one manufacturer to quote a set 
price in his advertising without cre- 
ating confusion, as the complete in- 
stalled price necessarily varies. Fur- 
thermore, a standard practice has 
not been evolved whereby all manu- 
facturers will quote complete prices 
f.o.b. factory. 


Featured Fuel Savings 


Throughout this winter’s intro- 
ductory newspaper campaign on the 
oil furnace, which was placed coop- 
eratively with dealers, the company 
has sought to satisfy interest in 
price by featuring the saving of 
from 14 to 53 per cent in fuel bills 
which can be made by replacing the 
old coal furnace. The emphasis put 
on this claim has suggested that a 
guarantee to this effect is contem- 
plated, but such is not the case, the 
company believing it practical to go 
only so far as to submit reliable data 
to substantiate its promise. 

It has also been found advantage- 
ous to stress an offer in the oil 
burner copy to exchange coal for oil, 
an old idea among dealers in oil 
heating equipment but new in adver- 
tising with a national flavor. This 
transaction only concerns dealers 
and the proposition is excluded from 


JUMPS INTO ABANDONED PRICE CLASS 


$PUD 


MENTHOL-COOLED CIGARETTES 


20 FOR 


Newspaper copy for Spud cigarettes which appeared this week, an- 
nouncing a reduction in price. 


the copy of about 10 per cent who 
have not adopted the plan. 

Much of the copy has been signed 
by both the dealer and the company. 
The inclusion of the company’s sig- 
nature serves to capitalize on its 
prestige and to draw inquiries from 
those who are interested but who 
do not want to attract the attention 
of the local dealer just at the mo- 
ment. 


B. B.D. & O. to 
Open a Branch 
In Kansas City 


New York, March 9.—Continuing 
its policy of conservative expansion, 
Batten, Barton, Durstine & Osborn, 
Inc., will shortly establish a branch 
office in Kansas City, Mo., with 
Charles G. Lindsay as manager. 

The branch will serve the White 
Eagle Oil Corporation, Kansas City, 
@ new account, as well as other 
clients in the Southwest. 

Opening of the new office will 
mark the third expansion since the 
George Batten Company merged with 
Barton, Durstine & Osborn, Inc., in 
1928. An office was established in 
Pittsburgh in January, 1930, and in 
March of the same year a Minneap- 
olis branch was acquired. The firm 
also has offices in Chicago, Buffalo 
and Boston. 

Mr. Lindsay has been associated 
with the agency since 1928 as an ex- 
ecutive in the New York office. He 
was formerly advertising manager 
of the Petroleum Heat and Power 
Company of New York and has been 
associated with the Crowell Publish- 
ing Company and the International 
Magazine Company. 


Join Sales Executives 


The Sales Executives Club, New 
York, has received applications for 
membership from L. J. McCarthy, 
associate director, marketing divi- 
sion, International Magazine Com- 
pany; Bradford Darrach, sales man- 
ager, Women’s Screen Guild; David 
W. Kemp, advertising manager, U. S. 
School of Music, and Ernest K. Har- 
bach, president, General Dyestuff 
Corporation. 


Long Turns Author 


J. C. Long, director of advertising 
for Bethlehem Steel Corporation, is 
author of “Lord Jeffery Amherst, a 
Soldier of the King,” just published 
by Macmillan Company. 


9? 


“Lost Market 
To Be Reached 


New York, March 8.—Because the 
1933 Kaffee-Hag advertising of Kel- 
logg Company is selectively planned 
to reach people who are not drink- 
ing coffee, or who have curtailed its 
use, the campaign does not disturb 
the market for ordinary coffee, in the 
opinion of officials of the company. 

It is pointed out that recent sur- 
veys have indicated that the groups 
who should avoid caffeine for health 
reasons, and others who do not use 
coffee in any form, make up a con- 
sumer market of more than 20,000,- 
000. Estimates are that less than a 
million in this “lost market” are us- 
ing decaffeinated coffee, leaving a 
huge group to act as a natural res- 
ervoir of new Kaffee-Hag sales for 
the retailer. 

“Our campaign does not reach, or 
disturb, the market for ordinary cof- 
fee,” a Kellogg official is quoted as 
saying, “as our highly selective ad- 
vertising appeals only to the health 
conscious groups suffering from 
sleeplessness, heart troubles, diges- 
tive disturbances, nervous disorders, 
uric acid conditions, and other ills.” 


Vincent Steend 


Offers Cut Service 


Vincent Edwards & Co., New York, 
have formed Century Food Advertis- 
ing Service to provide illustrations 
to food stores. The service will be 
sold on an exclusive basis. 

A free sample book is available to 
those interested. 


Pan-American Appoints 


Pan-American Petroleum Corpora- 
tion, New Orleans, La., has named 
Fletcher & Ellis, Inc., New York, to 
direct its advertising in New Eng- 
land. The other territories remain 
with Fitzgerald Advertising Agency, 
New Orleans. 


Stephen’s New Work 


Gordon Stephen has been ap- 
pointed assistant advertising man- 
ager, Hudson’s Bay Company, Van- 
couver, B. C. 


Jones Named Trustee 


Richard Lloyd Jones, editor and 
publisher of Tulsa, Okla., Tribune, 
has been elected a trustee of Rollins 
College. 


———— 


Stephenson Heads 
“Boston Transcript” 


George E. Stephenson has beep 
elected president of Boston Tran. 
script Company, publisher of Eve. 
ning Transcript, succeeding George 
S. Mandell, who becomes chairman 
of the board. Both Mr. Stephenson 
and Mr. Mandell are direct descend. 
ants of the founder of the paper. 
which began publication in 1830. 

Mr. Mandell has been with the 
Transcript since 1889, and has held 
the office of president since 1920. Mr. ‘ 
Stephenson has been a member of 
the Staff since 1913. 


Erwin, Wasey & Co. Get 
Grigsby-Grunow Account 


Advertising of Majestic refriger. 
ators, home radios and automobile 
radios, products of Grigsby-Grunow 
Company, Chicago, has been placed 
with the Chicago office of Erwin, 
Wasey & Co., Earl L. Hadley, adver. 
tising manager, has announced. 
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ORGANIZATION 


iN i 


IN BLACK OR COLORS 


ENGRAVING COMPANY 


817 W.WASHINGTON BOULEVARD 
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STARTLES COAST EPICURES 
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Now... garlic in liquid 
form! And... miracle 
of miracles! .. .it leaves 
no offensive after- 
breath, no matter how 
much you use! For sal- 
ads, meats, poultry and 
cooking purposes, 
Again" wherever you would 
use garlic. Try it today! 
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GRAVIERS 


GARLIC SAUCE 


MAGICIAN COMES — 
TO AID OF GEM 


New York, March 9.—Taking up 
the magician theme which has cre- 
ated so much comment for the cur- 
rent advertising of Camel cigarettes, 
Gem Safety Razor Corporation, 
Brooklyn, uses a full page in the 
March 13 issue of Time to show a 
sprightly practitioner of magic pull- 
ing items out of a silk hat. 

In this case, the things brought 
out of the hat are placards which 
describe some of the “magic” fea- 
tures of the new Gem razors and 
blades, such as “one piece—no 
MPTe- joose parts”; “automatically adjusts 
list of blade”; “twist! it opens! Twist! it 

closes!”; and “50 per cent thicker 
S pel piade.” 
CK D The headline under this unusual 
, picture advises the reader that the 
LE -new Gem shaving implements are 
“as full of surprises as a magician’s 
hat,” but the magic angle of the 
copy ends here, the text being 
straightforward sales talk. 


What Others Forgot 


“The Gem Micromatic Razor has 
crowded into its new frame and 
blades all the keen notions and sim- 

t plified motions that other razors for- 
ry got to think of,” copy asserts, spe- 
of thetifically enumerating: 

_“—the barber’s thistle-down glide 


40 


TRY 


tries translated into self-shaving. 
“straight, rigid blades that won’t 
balk, buckle, or budge. 
RS to “—dual-alignment, which adjusts 
the edge so precisely that you can’t 
STRY gi Dp 7 y 


dodge a dimple, slight a contour, or 
.d do soSkip a hair.” 

To add a mail order punch to the 
copy, a coupon appears, while the 
hrough- concluding paragraph announces 


ins will 


GARLIC 


— 


Leaves 
NO 


offensive 


after-breath 
OT aie EEN: 


Introductory copy for the new culinary miracle which is creating 
much interest in western states, and which may shortly launch a 
national sales drive. 


—————______, —____ — 


Gem is “the first razor so confident 


of its merits that we'll send you a 
special testing set with a single- 
and a double-edge blade, and the 
same gold-plated frame now being 
featured in Gem’s regular dollar out- 
fits, for 25 cents. 

“Coupon, do your duty!” 


In ‘‘Where - to- 
Buy-It’’ Service 


Chicago, March 9.—The A. B. Dick 
Company, manufacturer of the 
Mimeograph, was a pioneer in the 
use of “Where to Buy It” service in 
the telephone directories. Because 
of selective distribution and the num- 
ber of direct retail branches oper- 
ated by the company, it has been 
found possible to use advantage- 
ously representation in 177 telephone 
directories, with a circulation of 11,- 
160,000. 

The plan has worked well, accord- 
ing to the company and Glen Buck 
Company, the agency handling the 
account. All Mimeograph general 
advertising now contains the state- 
ment, “See the Mimeograph Trade 
Mark Heading in your classified tele- 
phone directory.” 

H. Wesley Webb, American Tele- 
phone & Telegraph Company, is in 
charge of the Chicago office han- 
dling “Where to Buy” service. 


Simler with Magazine 


W. E. Simler, for the past five 
years advertising director of New 
York Theater Program Corporation, 
has joined the eastern advertising 
staff of Pictorial Review, New York. 


Pick Schwab & Beatty 


Mi-Hogar Cigar Corporation, New 
York, has appointed Schwab & 
Beatty, New York, for Havana Secret 
cigars. 


| PROPRIETARY 
ae. REMEDIES 
iN @ The high mortality rate among Negroes substantiates the prevalence of more 
ion for illness among them than any other group. No other field offers as great a sales 
WHO'S | outlet of proprietary medicines as does the Negro market. 

USTRY. 


will prove startling! 


will be furnished upon request. 


ee eee cee ee ee ee 


A CHOICE MARKET for 


Step into any drug store located in a Negro neighborhood and compare their 
sale of remedies with that of a similar sized drug store located in the white 
section of the same town. The volume, 


The most effective and economical way to reach this tremendous market is 
through the powerful Negro newspapers. 


The NEGRO PRESS 


in favor of stores catering to Negroes, 


Sample copies and complete details 


Represented by Ww. B. ZIFF co. 
608 S. Dearborn St., 551 Fifth Ave., 
Chicago New York 


ODORLESS GARLIC 
CHEERS EPICURES 


San Francisco, Cal., March 9.—‘At 
last—g real garlic flavoring that 
leaves no offensive after-breath.” 
Under this headline Madelon Pure 
Food and Beverage Company is intro- 
during its newest product—Gravier’s 
garlic sauce—to western chefs, house- 
wives, and connoisseurs of food. The 
product, which is claimed to impart 
the incomparable zest of garlic to 
food, without a trace of this season- 
ing’s offensive odor, is so unusual 
that columnists and news services 
up and down the Pacific coast gave it 
a number of columns of free pub- 
licity before the advertising got 
under way. 

Large space, illustrated with a line 
drawing of a French chef, tiny beard 
and all, and a housewife, introduced 
the newest modern miracle to an in- 
terested but very skeptical public. 
“A culinary miracle!” the copy, 
prepared by Emil Brisacher and 
Staff, declared. “Imagine! The rich, 
full-flavored zest of real garlic . . 
but not the slightest hint of after- 
breath! Use as much as you want to 
‘ it makes no difference! 

“In salad dressings. 
cooking wherever you would 
use garlic Gravier’s Garlic 
Sauce adds rich Garlic flavorful-ness 

without a penalty.” 
Another advertisement assures the 
eager public that the sauce is “real 
garlic; for Gravier’s is real garlic 
made into a garlic sauce. . . scien- 
tifically processed to eliminate all 
breath-odor after eating.” 

While the present campaign is 
limited to western newspapers, plans 
are being made for extension of sales 
and distribution on a national basis. 


A.B.C. Urged to 
Get Greater Aid 
Of Advertisers 


Chattanooga, Tenn., March 8.— 
Southern Newspaper Publishers’ As- 
sociation has forwarded to the Audit 
Bureau of Circulations a copy of a 
resolution adopted at the recent 
meeting of its board of directors, 
urging that the Bureau make greater 
efforts to secure the support of adver- 
tisers and agencies, which has been 
given on a “diminishing scale” over 
a period of a number of years, ac- 
cording to the Association. 

Pointing out that the Bureau's 
primary function is to serve these 
classes of members, and that control 
of the organization is vested in their 
hands, the resolution says: 

“This Association requests the 
management of the Audit Bureau of 
Circulations to bring to the attention 
of the advertisers and advertising 
agencies their failure to adequately 
support the Audit Bureau of Circula- 
tions; the desirability and necessity 
of increased support by the advertis- 
ing branches not only from the stand- 
point of assuming some of the finan- 
cial burden but of evidencing to pub- 
lishers the desire of the advertisers 
generally for the information that 
the Audit Bureau of Circulations 
furnishes. 

“And be it further resolved that 
this Association request the manage- 
ment of the Audit Bureau of Circula- 
tions to institute a vigorous cam- 
paign with the idea of inducing 
advertisers and advertising agencies 
generally to affiliate themselves with 
the Audit Bureau of Circulations and 
give their moral and financial sup- 
port to the end that the burden on 
publishers be lessened.” 


tor 


New Field for Lee 


David Lee, formerly New York 
manager of Woman’s World, is now 
on the staff of the National Better 
Business Bureau, New York. 


Anderegg Joins Agency 
John Anderegg, publishing and 


agency executive, has joined Calkins 


Appoints Hutchison 


Journal of Chemical Education. 
Easton, Pa., has appointed Ewing 
Hutchison Company, Chicago, as 
mid-western advertising representa- 
tives. 


Coffee Pioneer Dies 
Austin Herbert Hills, who founded 
Hills Brothers coffee company with 
his brother Reuben in 1878, died at 
his home in Piedmont, Cal., recently. 
He was 82 years old. 


‘MARCH ISSUES _ 


GROSS REVENUE 1929 1930 


1931 1932 1933 


FROM DISPLAY 
ADVERTISING 


— $45 000 


J 


L 


— $ 40 000 


— $ 35000 


-—$ 30 000 


A 


— $ 25 000 


-— $ 20000 


Wid 


— $ 15 000 


The good old 


one that is upward bound. 
old days. 
still possible. 


of March, 1929. 


year. 


the M. of G. B. E.* 


upward curve 


Progress, at any time, is gratifying. 


But when most curves are diving downward, it is good to look upon 
It is a pleasant reminder of the good 
It cheers one by the assurance that such things are 


The above comparison of gross display advertising revenue in 
March issues of The Parents’ Magazine since 1929 shows an 
upward curve that climbs more steeply every year. 
1933, is an all-time record month. 
than the previous high water mark of December, 1931. It is 300% 


And March, 
It shows 19% greater revenue 


The Parents’ Magazine has never failed to show a gain, year after 
It was one of the five magazines to have a greater adver- 
tising revenue in 1932 than in 1931. 


This is not written in a spirit of boastfulness; but merely as 
tangible evidence of the advertisers’ recognition of the value of 


PARENTS’ 
MAGAZINE 


114 East 32nd Street, New York 
“The Market of Greatest Buying Expectancy 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


Company 


Street No. . 


& Holden, Inc., New York. 


$1 a Year ..52 Issues 


USE THE COUPON 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 
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The biggest thing in 
sales - pullers today— 
Picture Puzzles as Pre- 
miums.. . 

. 


The largest producers of 
picture puzzles in the 
world... 


EINSON-FREEMAN CO., INC. 


ITHOGRAPHERS 


Specralizing 


window utned 
store display 


alverpising 


I HS 
STAR & BORDEN AVES, LONG ISLAND CITY, NEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
OR OS i A in A 


3,095,975 
100% 
VOLUNTARY 
PROSPECTS | 


of which 1,500,000 
are adults. The 
balance are young 


women. 
The only effective 
and _ economical 


system for covering the Home Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


ey, 
'VE FOUND 
THE BEST 
HOTEL VALUE 
IN NEW YORK 
CITY 


Just think ...a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


X\ PICCADILLY 


ksth STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


NEW YORK SEES 
MORE BUSINESS 
AFTER HOLIDAY 


(Continued from Page 1) 
suspend were accompanied, in most 
instances, by an explanation point- 
ing out that the space contracted 
for would be used later and reciting 
the distribution difficulties and other 
factors which made a short suspen- 
sion seem advisable. 


Expect Marked Improvement 


Whatever’ disappointment the 
newspaper publishers might have 
felt appeared to be offset by the re- 
ceipt of an average amount of new 
national business and satisfaction 
over the prospects for a marked im- 
provement in lineage immediately 
after banking affairs are untangled. 
Magazine publishers reported that 
where they were concerned adver- 
tisers had apparently interpreted the 
moratorium as applying to both can- 
cellations and orders. Some pub- 
lishers, having noted early indica- 
tion of a rise in prices, expressed 
mild jubilation over the recent ten- 
dency to buy space from hand to 
mouth and intimated that the sub- 
ject of rates on long-term contracts 
was even now receiving their care- 
ful attention. 

Advertisers explained their failure 
to go ahead with the week’s maga- 
zine committments as due to neces- 
sity for reconsidering their plans, so 
that it will fit conditions expected to 
prevail when it appears. In some 
cases, the moratorium may result in 
a switch from color to schedules in 
black and white. If a general up- 
ward price trend should set in, as 
much time as possible will be de- 
sired for planning. 


N. O. A. B. Gets Orders 
Frank T. Hopkins, president of 
the National Outdoor Advertising 
Bureau, said no cancellations had 
been received by the Bureau during 
the week, that several large cam- 
paigns had been released, and that 
some business was being held up un- 
til advertisers could be satisfied 
that the posting could be made as 
scheduled. Apprehension on_ this 
score was being cleared up so rap- 
idly that it would be unnecessary to 
issue a general statement, he said. 

The situation proved no obstacle 
whatever to transactions betweeen 
agencies and mediums. Most of the 
agencies adopted the plan of giving 


checks in settlement of accounts 
which had to be paid during the 
week in order to earn discounts. 


When asked to do so, the publishers 
extended discount dates to the end of 
the moratorium, so that the agencies 
could clear their own receipts before 
making disbursements. 

Retail lineage has decreased from 
35 to 50 per cent in markets affected 
by the national banking holiday, 
newspaper representatives and local 
publishers agreed, which is consid- 
ered unfortunate chiefly because of 
the possible effect on public opinion, 
as the lineage is contracted for and 
will be used later. However much 
the retailers may be remiss in this 
particular, however, they joined with 
national advertisers in resisting any 
temptation to spread alarm through 
the publication of inspirational mes- 
sages designed to restore confidence. 


Stress Credit Facilities 

While no publisher announced an 
official ban against this type of copy, 
it is understood that the word was 
sent through the business offices to 
discourage it by pointing out that 
straight merchandising copy would 
be much more reassuring. Persua- 
sion was all that was needed, appar- 
ently, as but little copy of this char- 
acter appeared here on Saturday and 
Sunday, and none has been pub- 
lished since. 

The retailers did deviate from 
their routine to stress their willing- 
ness to extend credit and to open ac- 
counts for those who did not have 
them, as well as to honor at full 
face value any quantities of a new 


medium of exchange that might be 
forthcoming. Requests for credit 
ratings made to the local retail rat- 
ing association increased 40 per cent 
during the week, indicating that lack 
of buying occasioned by shortage of 
cash was being largely offset. 

R. H. Macy & Co. spoke softly of 
its interest in cash and loudly of its 
hope that those short of cash would 
establish drawing accounts with a 
check. Gimbel Bros. called attention 
all through the week to its long-es- 
tablished generous credit policy and 
published an advertisement today, 
addressed to the 1,359,437 telephone 
subscribers in the metropolitan area 
and incorporating a credit applica- 
tion blank, which implied that any- 
one with a telephone listing could 
“charge it” at Gimbels. 

The Knott Hotels Corporation, op- 
erating 21 hotels in New York and 
the mid-West, was the first adver- 
tiser to announce the end of the 
bank holiday. Its advertisement of 
today was headed, “There was no 
stranger within our gates,” and told 
how the organization had eased the 
minds of guests by supplying ample 
credit for all necessities during the 
emergency. 


Pebeco Gives Credit 


A large list of newspapers was 
used by Lehn & Fink to announce 
three months’ credit on the purchase 
of Pebeco Toothpaste. The com- 
pany offered to take checks dated 
July 1, 1933. While the offer was 
altruistic enough to excite consider- 
able comment, the company also re- 
garded it as excellent business, 
since the amount stipulated was one 
dollar, which entitles buyers to three 
tubes of Pebeco. 


This is estimated as a_ three 
months’ supply for the average fam- 
ily and will be exhausted about the 
time the check matures. Pebeco re- 
tails at fifty cents a tube ordinarily. 

The copy carrying the news to 
the public also gave this notice to 
dealers: 

“Please accept personal checks 
from your patrons for one dollar, 
payable to Lehn & Fink, Inc., in re- 
turn’ fo¥ fhrée tubes of Pebeco Tooth 
Paste. Mail these checks, before 
April 15, 1938, to Lehn & Fink, 
Bloomfield, N. J. We will accept 
them as credit to your account, or 
for Lehn & Fink merchandise at reg- 
ular wholesale prices. This applies 


to all druggists throughout’ the 
country.” 

The steamship companies saw a 
golden opportunity to stimulate 


travel among those who have money 
in the bank and a yearning to get 
away from the excitement prevaient 
in the United States. A typical an- 
nouncement was that of North Ger- 
man Lloyd, which offered to take 
either checks or authorized scrip for 
passage to England, Ireland, France 
or Germany. 

‘Colonial Beacon Oil Company, op- 
erating 60 oil stations in Greater 
New York, not only offered to ac- 
cept checks in payment for mer- 
chandise, but expressed its confi- 
dence in the country and the new 
administration. 


“You cannot turn the United 
States into cash,” was its admoni- 
tion. It advised the public to keep 


on buying with checks or temporary 
Clearing House certificates, and 
added a kind word for the banks by 
urging consumers to use their facili- 
ties as soon as available. 

In Philadelphia, with Philco radio 
sales running ahead of last year and 
the plant consequently unable to 
slow down production, James M. 
Skinner, president, took immediate 
action to insure uninterrupted work. 
The company secured a large num- 
ber of street car tokens which were 
given employes to enable them to 
come to and from work, while those 
with cars were assured of gasoline 
supplies. The company also made 
arrangements so that employes 
might secure necessary foodstuffs at 
neighborhood stores, without the 
necessity of paying cash. 

Most advertising organizations 
promptly announced that checks 
would be cheerfully accepted for 
dues and luncheon fees, the action 
of Advertising Club of Boston in an- 
nouncing that personal I. O. U.’s for 
members’ and _ guests’ luncheons 


vould be taken being an illustration. 


SOME SUSPEND 
BUT FEW CANCEL 
IN MORATORIUM 


(Continued from Page 1) 

The feature of the week, there- 
fore, was not so much the suspen- 
sions of advertising, as the lack of 
new orders in evidence. There 
seemed little likelihood of new cam- 
paigns being instituted until the 
situation was clarified. 

Radio chains reported “business as 
usual,” the 30-day clause in radio 
contracts preventing cancellations. 


lowa Is Confident 


In most cities, retail lineage de- 
clined to the lowest point in many 
years. This generality, however, has 
many glaring exceptions. In copy in 
New York and Chicago newspapers 
of March 6, the Des Moines, Ia., 
Register and Tribune announced a 
gain in retail lineage for that day. 

“Retailers and wholesalers—and 
most important of all, the buying 
public—are continuing business as 
usual in Iowa in spite of the bank 
holiday,” said the copy. 

“There is no hysteria in Iowa, 
simply good-humored acceptance of 
the situation with buying of mer- 
chandise almost as active as before. 
Iowa continues to be a good field in 
which to go after business.” 

Many national advertisers, as well 
as department stores, used space to 
advise the public to use its credit— 
that charge accounts are as good now 
as ever, and new accounts are wel- 
come. In many cases, this announce- 
ment was run over the signature of 
a number of leading stores. 

Chain stores appeared to be at a 
disadvantage in competition with in- 
dependent retailers because of their 
no-credit policies. Some of the chains 
announced, either in newspaper 
space or in direct communications 
to their clientele, that checks would 
be accepted in lieu of cash. 

National Tea Company devoted its 
space to a warning that hoarding of 
food would have the tendency to ad- 
vance prices. 

“Otherwise,” said the advertising, 
“we cannot see any reason for ex- 
pecting unusual advances on food. 
except on such perishable merchan- 
dise as fresh fruits and vegetables, 
butter, eggs and meats. These items 
may not move as quickly and freely 
as usual because of their being tem- 
porarily handled on a cash basis.” 

National Tea Company and the 
Loblaw Stores issued food certiticates 
to companies of established credit to 
pass on to employes as a part of wage 
payments. 

The Fair, Chicago department 
store, used ten pages in the Chicago 
Tribune of March 5 and was re- 
warded by mammoth crowds of shop- 
pers Monday. 


Use Editorial Tie-Up 


In Monday’s Tribune, The Fair re- 
produced a dispatch which appeared 
on the front page, describing an ad- 
vertisement signed by J. I. Straus, 
president of R. H. Macy & Co., and 
published in full pages in the New 
York morning papers. The adver- 
tisement gave Mr. Straus’ philosophy. 

“The Fair thoroughly indorses 
that declaration of faith and repro- 


duces it here confident that it is an|~- 


expression of the feeling of every 
citizen of Chicago,” said the adver- 
tisement, signed by D. F. Kelly, 
president and general manager of 
the store. 

The St. Louis Post-Dispatch pub- 
lished a 60-page inaugural issue 
March 3. Retailers rushed to ex- 
press their faith in the new adminis- 
tration in their advertising, in spite 
of the fact that all St. Louis banks 
were closed at the moment. 

The Birmingham Post claims the 
distinction of being one of the first 
newspapers to issue its own scrip. 
The paper was issued in one-dollar 
denominations and in the form of 
checks, good for thirty days when 
signed by the office manager or 
cashier. 


The Louisville Courier-Journal 


and Times paid employes partly jy 
cash, partly in scrip. The latter wa 
issued in denominations ranging 
from fifty cents to ten dollars, a dif 
ferent color of paper being employe 
for each. A list of merchants whe 
had agreed to honor the paper wa 
printed. 

The Waterloo, Ia., Courier came t 
the aid of merchants with a chang 
service which enabled them to cas} 
large bills. 

The Chicago Tribune printed scrip 
and held it in readiness for issu 
March 10 unless clearing houg 
certificates were available by tha 
date. 

Possibly the most practicable play 
for relieving the situation was orig. 
inated by the Bank of America 
which has 1,500,000 depositors iz 
California. The bank issued cus 
tomers’ transfer orders which ma 
it possible for any depositor to issu 
a check to the credit of any othe 
depositor. 

Since these checks did not have ti 
pass through the clearing house ani 
involved no transfer of cash, the 
plan was within the prescribed limit: 
of national and state proclamations 


Prints “Chicken Feed” 


The wits found ample room for the 
exercise of their talents. W. J. Daw. 
son, space buyer for Keller-Crescent 
Company of Evansville, Ind., pro 
ceeded to print his own “I. O. U.” 
currency. Started originally as a 
joke, the “Chicken Feed,” as it was 
labeled, found wide popularity and 
acceptance among retailers. 

Mr. Dawson’s printer flooded the 
city with books of ten of the coupons 
good for any amount up to one dollar 
and the Chicken Feed proved ex 
tremely useful. 

Sam Freeman, advertising man. 
ager of L. Strauss & Co., men’s cloth. 
ing store of Indianapolis, injected 
touch of humor into his newspaper 
copy, telling the public “What to Dc 
About It!” 

“Scrip—(when and if issued) ac 
cepted the same as cash on your a¢ 
count or purchases. 

“Pay Checks (current) or check: 
on liquid funds, certificates, mone} 
orders or what have you (no cor 
cobs) are candidates to be honored. 


Publisher Is Dead 


William B. Cushman, one of the 
owners of Vicksburg, Miss., Post dieé 
recently. He was 67 years old. 


Classified 
Advertising 


The rate for this department is 4 
cents a line (not agate line); mini 
mum, $2. 


OFFICE SPACE TO RENT 


FOR RENT — Surplus _lake-fron 
office space of a leading publicatior 
at very reasonable rate. Locatio! 
unsurpassed. References required 
Box 296, ADVERTISING AGE, Chicago. 


POSITIONS WANTED 


EDITOR—Ten years’ trade pape! 
advertising, publicity, house orgar 
sales correspondence experience. Co! 
lege man, married, thirty years old 
Prepared to start at depression sal 
ary. Box 295, ADVERTISING AGE, Ne? 
York. 


AVAILABLE—Young man, fami 
iar with details of agency office rov 
tine. Experienced mimeograph ani 
ditto machine operator. Four year 
experience as stock clerk and rece? 
tionist. Would like position as get 
eral office boy. Excellent references 
Address George Graboskis, 192 Clare 
mont Ave., New York. 


GRADUATE ENGINEER — Excéd 
lent fourteen year performance ret 
ord industrial sales, sales promotio 
and advertising, with manufacture! 
distributor and business paper pul 
lisher. Competent at copy and lay 
out. Experienced directing men an 
details. Broad contacts — excellent 
references. Age 37, married. Pal 
ticularly interested agency conne( 
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o« Advertising agency executives are human— 
‘* a even though their clients look to them for 


ty and 


ea te achievements approaching the supernatural. 


upons 


‘dolls No client hesitates to call his agency and ask 


ed ex 


ma for information that he wants the next day, 


s cloth 


i. NO matter how big an investigation may be 
“™ involved in assembling the facts first hand. 
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There’s just one way to be sure of maintain- 
st ‘ing your reputation for omniscience and 

—— infallibility in cases of this kind, and that is 
4 by having a copy of the latest edition of the 

Market Data Book on hand. Then you can 
ng easily refer to the statistical, marketing or 
t is { publication facts you need, and in short order 
, be able to supply your client an array of 
ata facts and figures that will again confirm his 


aire’ belief in you as a walking Encyclopedia 
Britannica (marketing edition). 


You are seldom stumped if you have the 
i'm! Market Data Book on hand, because it is so 


iph ani 
iver Well arranged, indexed and cross-indexed, 
as gel 


erence ANG Contains so much information not found 


2 Clare 


Sx anywhere else, that even libraries can’t get 


nce ret 


omic along without it. It’s probably the most 


‘acture! 


A "a popular reference book on the shelves of the 


celle «big public libraries, according to their own 


connet 


a, Neel 


: THE CLIENT 


= Expects You to Know! 


We are not trying to persuade you to discon- 
tinue your research department, but simply to 
save a lot of high-priced time andenergy. The 
Market Data Book gives you the general 
basic facts from which detailed investiga- 
tions can be extended. There’s no use 
digging for general information which is 
already available through the Market Data 
Book. 


We are now going to let you in on a 
secret—you can have this paragon of refer- 
ence books without charge, simply by sending 
your subscription to Class and Industrial 
Marketing, the only magazine covering the 
big field of industrial advertising and mar- 
keting. Fill out the coupon and return it 
now for your copy of the new:1933 edition. 


CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — 


CLASS AND INDUSTRIAL MARKETING, 
537 S. Dearborn Street, Chicago 


I am sending you herewith $2 (cash, check or money-order) for which 
send me Class & Industrial Marketing for one year, and a free postpaid 
copy of the new 1933 edition of the Market Data Book. 
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RADIO CHARACTERS FEATURED IN WINDOW DISPLAY 


PHOTOGRAPHIC fet 
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Current window displays 
for Westinghouse refrigera- 
tors are tied up closely 
with the company's radio 
serial, “The Townsend Mur- 
der Mystery." Here are 
Jim Hanvey, the radio de- 
tective, and his valet, Jas- 
per DeVoid, getting down 


! - to a brass tack selling job. 
A. O. Goodwin, head of the new Chicago agency which opened 


this week, in spite of general unsettled conditions, shown in his new 
quarters in Mather Tower. ~~. 


y) RAW, TENDER NOSE, AND NO WONDER! 


IN FARM POST 


"What are you trying to do—wean it?" was the caption Home 
McKee, head of the Chicago agency, placed under this cartoc 
which he drew "just for fun.” 


APPEALS TO LATIN TEMPERAMENT 


Henry Morganthau, Jr., publisher 
of “American Agriculturist,"" who 
has been named chairman of the 
Federal Farm Board. President 
Roosevelt has indicated his inten- 

: : tion of regrouping all farm credit 
Photograph by Valentino Sarra, Chicago, which is appearing in cur- functions and other farm activi- 


rent copy for Kleenex tissues, emphasizing the softness of these dis- ties under one consolidated 
posable tissues and the ease with which they may be used, thus end- agency, of which Mr. Morganthau 
ing the possibility of raw, tender nose. will be the head. 


CREATES A SENSATION ACROSS THE CONTINENT 
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_— JUGO DE NARANJAS ARGENTINAS 
The General Electric-Warner Brothers special train, carrying stars of the production “42nd Street," 


and equipped with a G-E kitchen, which has just completed a spectacular run across the continent, One of the striking pieces of foreign advertising art now on a tour 
making 14 stops en route.’ various cities throughout the country. 
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